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There are two conventions this month. First, the one in 
Bal Harbour you'll find described on pages 12 and 13. 
Second, the one you'll find on all 126 pages of this 
issue. There’s something here for you because there’s 
something here for everyone who uses direct mail. 





YEARS OF 
LEADERSHIP 
IN THE 


DIRECT MAIL 
FIELD 


CREATORS OF...ELECTRONIC 
MAILING LIST SELECTION ... and 
pioneering Direct Mail House for three 
quarters of a century ... was the FIRST 
TO USE “SELECTRONICS” ... the 


electronic selection of Mailing Lists 


WRITE NOW FOR THE 
1960 PONTON CATALOG 


“List-O-Trades"’ 
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W. S. PONTON, INC. 


with 1.B.M. equipment...in order to 
give Clients broader coverage . .. more 
profitable campaigns... each list com- 
piled to the specific needs of the client 
...and still maintain economy ...speed 
...accuracy... with no error...duplica- 
tion or waste. 

PONTON “SELECTRONIC” MAIL- 
ING LISTS are your Sales Builders... 
they can cut your Selling Costs... sup- 
ply you Leads...“soften” prospects for 
the calls your Salesmen make... and 
produce Direct Orders for you...all 
at the lowest unit cost possible. 


e 115 Million Catalogued Names e 
12,000 List Classifications e Names 
SUPPLIED ... with speed, efficiency 
and dispatch on the latest electronic 
equipment e PONTON'S suburban lo- 
cation even saves you mailing costs 


e MAINTENANCE OF MAILING 
LISTS ON I1.B.M. Cards e PREPARA- 
TION AND PRINTING OF EVERY 
TYPE LITERATURE ... specialists 
for Brochures—Self Mailers—Cacalogs- Qi) 
Pamphlets—Flyers— Manuals e RE- 
SEARCH ... your marketing and mer- 
chandising problems checked and 
analyzed for you e PACKING... for 
Firms who need this PONTON SERV- 
ICE...everything from Postcards to 
Crate Size Lots e SHIPPING... Mer- 
chandise sent to all parts of the world 
...no shipment too large or small 
e SHIPPING RECORDS maintained 
on 1.B.M. Records e PRODUCTION 
..an Ultra Modern Direct Mail Plant 
in Northern New Jersey...to effect 
Labor Saving .. . Time Saving . . . Cost 
Saving...even give you Tax Ad- 
vantages 


PONTON 


...knows Your Prospects...by name! 


fork Phéne: MUrray H 


Sales Office and Production Plant 


44 HONECK STREET, ENGLEWOOD, N. J 


New Jersey Phone: LOwell 9-5200 


ction to Englewood 
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Cut along dotted line 


OFFSET PRINTING PRICE LIST 


for direct mail users 


One color printed two sides; or two colors printed one side—50 Ib. offset 





Size 10M 20 M 30 M 40M 50M 


60 M 


Add'‘l 


70M 80M 90M 100 Mss 





8Yax11 6.50 5.00 4.50 4.25 4.00 


3.80 3.65 3.55 3.45 3.40 3.00 





11x17 10.00 9.00 7.50 7.10 6.80 


6.65 6.50 6.40 6.30 6.20 6.00 





Two colors printed two sides; or four colors printed one side; or three 
colors printed one side and one color on the other side—50 |b. offset 





Size 10M 20 M 30 M 40M 


50M 60M 


Add‘l 


70M 80M 90M 100M W's 





8Yexl1 10.00 7.00 6.00 5.75 5.50 


5.25 5.00 4.75 4.60 440 4.00 





11x17 15.00 12.00 10.00 9.50 8.80 


8.50 8.25 8.00 7.75 7.50 7.25 





OTHER INFORMATION: The above prices are net, F.O.B. 
our plant, Hackensack, N.J. These prices are for reproduc- 
tions of straight, open line from clear black and white 
no-bleed copy furnished to us ready for camera. Over 
runs or under runs up to 10% will be billed accordingly. 
For halftone work, laying tints, printing in reverse, etc., 
please send exact specifications for quotation. Prices are 
subject to change without notice. 


! SUPPORT THE DMAA! Its vital influence on direct 


i é a ; 
1 mail means better advertising for better business 


Prices subject to change without notice 


EXTRAS: Add $7.50 each side for each color that 
is not black; Add 60c per M 8/2 x 11 for 60 lb. 
offset. For four-color process (full color), add 
$100 for each original to be reproduced 4 x 6 
inches or smaller. 


DELIVERY: Normal shipment is one week after 
receipt of each order or after approw-. of blue- 
print proofs. 


Mail the coupon below today 


NEO PRINTING 
COMPANY, INC. 


24 E. Wesley HU 9-5050 


South Hackensack, New Jersey 
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Neo Printing Company 
24 E. Wesley Street, South Hackensack, N. J. 


Gentlemen: Please send further price information on the enclosed job. 


| enclose [] 


NAME 
COMPANY 
STREET 


CITY 


HU 9-5050 


Job specifications [_] printed or layout sample. 


ZONE STATE 


Oct 
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A LIST OF 52 MILLION BUYING FAMILIES! 





Want to reach “all” these families? 


Want to reach any part of then— 
to suit your product profile 
or marketing strategy? 


INNELLEY 
MARKET! 


THE EXCLUSIVE DONNELLEY NATIONAL FAMILY 
LIST is far more than a mere re-listing of various published direc- 
» a ’ tories. It is a mail-oriented list designed to fulfill two main objectives: 
a first, to provide you with pin-point coverage of any economic group 
> Se, or geographical area; second, to make certain that, once you’ve 
Pe: matched areas with your product profile, you get full coverage of the 

a areas you select. 
> > —< This Donnelley National Family List includes segments of our 
population frequently missed, such as unlisted phone subscribers, 

a “Fe, non-phone-owning apartment dwellers, new suburban home-owners, 

rural families with numbered post office box addresses, and many 

others. Only Donnelley has the huge force, in plant and in field, 

“a required to keep such a list up to date, to eliminate duplications, 
‘: Ya to hold the number of undeliverables to a minimum. 

a ~s ; ms The success of any mail couponing or sampling campaign is largely 

determined by the accuracy and comprehensiveness of the list used, 

as hundreds of Donnelley direct mail successes prove. So, whether 

you want to introduce a new product or promote an established one, 

you can depend on Donnelley to get the job done—with maximum 

efficiency . . . at minimum cost. 

Whether you need addressing and mailing only, or a complete 
planning-creative-production-mailing service, write or phone your 
nearest Donnelley office. Find out how a campaign by Donnelley can 
deliver your market! 








THE REUBEN H. DONNELLEY 
Cc Oo RP Oo RAT I Oo N (Direct Mali Division) 


© 407 East 25th Street, Chicago 16, lil. 
© 4632 Santa Monica Bivd., Los Angeles 29, Calif. 
© 230 East Sandford Bivd., Mt. Vernon, N.Y. 





Copyrighted for your, 
and your customer's, 
protection. 


Make that guarantee or warranty 
look like what it represents 
Make it look feel . spell out 


That’s what your customer wants 
every time he places an order with 
you for a 

Guarantee ... Warranty .. . In- 
struction Form or Reply Request 
To give your customer the finest in 


Quality 


Always start with 
GOES BORDERED BLANKS 


They are 


Duality 
Plus 
ADDED PROFITS FOR YOU 


Need samples? Write today, we'll 


rush them to you 


Goes 


LITHOGRAPHING Co. 
42 WEST 61st ST. * CHICAGO 21 





THE REPORTER OF 
ee ai 
Direct Mail 


advertising 


Vol. 23, Number 6 October, 1960 


CONVENTION SCHEDULE 


DEPARTMENTS 


SHORT NOTES 

Upcrapinc Letrer Copy—by Paul Bringe 
REED-ABLE Copy by Orville Reed... ... 
DMAA News 

Tue Company Eprror—-by James McAdam 
NAMES IN THE NEWS 

SOURCES OF SUPPLY 


Front Porcu ScutTt_tesutt—by Henry Hoke 


FEATURES 


How To CLEAN 4 Mattine List—Jerome B. Osherow. .. 

Tue UNiversiry oF MICHIGAN STORY 

Six Sotip Pusric Revations Ipeas—/J. B. Strenski. .. 
EVOLUTION OR REVOLUTION ?—Stanley J. Fenvessy.. 

PROMOTION TO Top MANAGEMENT NEEDS THE PERSONAL ToUcH.. 
Wuat’s Wrone with Mawwine Lists?—Bernie Fixler. . 

Meet Dayco’s Newest EmMptLoyee, THe Happy Printer 

How An ILtinois BANK Promotes AUTO FINANCING. 

Sicgut At THemr FINGERTIPS 


Books You Ovucut To Ri AD Henry Hoke. es 


PRESS RUN THIS ISSUE—13,000 
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The Reporter of Direct Mail Advertising is published monthly at 224 Seventh Street, Garden City, 
L. |., New York. Subscription price is $6.00 a year. Second class postage paid at Garden City 
N. Y. and New York, N. Y. Copyright 1960 by The Reporter of Direct Mail Advertising, inc The 
Reporter independently owned and operated. In addition to thousands of regular subscribers 
gi! Members of the Direct fail Advertising Association, 3 East 57th St., N. Y. 22, N. Y., receive 
The Reporter as an Assocation service. Part of their annual dues pays for a subscription 


Com) 


Pitas ania atee, ee =: | 


tT oes Be es 








} 


Graw lng? Hoard 


You’ll want your copy of this new idea portfolio of beautiful printed pieces on Eagle-A Quality Text and Cover Weight. 
This colorful portfolio of “Thought Starters” is the first of a new Eagle-A series designed especially for you — and it’s 
yours with our compliments. You’ll find it a source of ideas for layout design, for die-cuts and folds, for new coler combina- 
tions and new ways to use Eagle-A Quality Text. This famous, economical paper comes in Brite White, Arctic White and 


six striking colors in both wove and laid finishes — and in Brite White, wove and laid, and matching colors, laid, in Cover 


Weight. You’ll find Eagle-A Quality Text and Cover Weight ideal for 

brochures, catalogs and many advertising pieces, printed by offset ‘ _ X) ) - . 
or letterpress. Envelopes to match are available from Kent Paper Co., FAGI | -A loa | APE RS 
New York. For your “Thought Starters” portfolio, write Dept. R, 7 a . 
AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS., MAKERS OF EAGLE-A COUPON BOND AND OTHER FINE EAGLE-A PAPERS 





HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


Over and over, direct mail has proved its ability to 
create leads for salesmen, dealers, distributors .. . 
open the door to sales against pressure from the 
toughest competition. And yet, with all that has been 
learned from studying measurable results, many an 
otherwise hard-headed firm sends out mailings—a 
letter, a brochure, a broadside—as though there were 
some other reason for spending money on advertising 
than making money 


Now, to broaden your understanding and to help 
you apply the tested principles of successful mail 
advertising, The Creative Division of James Gray, 
Inc. has created a new booklet titled, “How To Put 
Action Into Your Direct Mail’. It is free and will be 
mailed to you without obligation at your request. 


In just a few pages, and with concrete examples, 
the booklet explains how to plan an over-all mailing 
effort; build a mailing list of prospects; know before 
you spend money whether or not your mailing has a 
chance to succeed. You will discover how to use the 
same envelope that now merely carries your catalog 
or price list to bring back actual orders or pave the 
way for larger orders from your salesmen. You will 
have a check list of do’s and don'ts based on years 
of mail advertising experience. 


And you needn't suspect our motives in making 
this free offer. True, the booklet is devised to bring 
the creative services of James Gray to your atten- 
tion. But we have made certain that it is a completely 
self-contained, shirt-sleeve booklet that you can use 
with no strings attached. 


To receive your free copy of ‘‘How To Put Action 
Into Your Direct Mail’’ and have our years of experi- 
ence guide your thinking and improve your results, 
write today. You will find the booklet a real value, 
indicative of the service we render. 


The Creative Division 
OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, N. Y. 
MUrray Hill 2-9000 


PUBLISHING OFFICES: 


224 Seventh Street 
Garden City, L. I., N. Y. 
Ploneer 6-1837 


Henry Hoke, Jr. 
Publisher 


Peter S. Fischer 
Field Editor 


M. L. Strutzenberg 


Business and Readers Service 


A. L. LaMondola 


Circulation 


M. K. Coleman 
Advertising and 
Merchandising Production 


Editor: 
Henry Hoke, Sr. 
3 8Sluff View Drive 

Belleair 


Clearwater, Florida 


ADVERTISING OFFICES: 
NEW YORK 
Steven C. Voorhees 
224 Seventh Street 


Garden City, L. I., N. Y. 
Ploneer 6-1837 


MIDWEST 
J. K. Rotskoff 
605 N. Michigan Ave. 


Chicago 11], Illinois 
DElaware 7-0120 


WEST 


H. L. Mitchell & Associates 
1450 Lorain Road 
San Marino, California 
CUmberland 3-4394 





Which Hammermill 


@  Graphicopy Paper will cure 
your headache? 


Ashamed to sign some of the letters 
you send out? You won't be if you 
use crisp, bright Hammermill Bond. 


Annoyed when instruction manuals 
get dog-eared quickly? Tough, bulky 
Hammermill Cover will protect them. 


Have to get out 200 copies of a memo 
—rush? Finish the job quickly on 
lint-free Hammermill Mimeo-Bond. 


Want to put your best foot forward? 
Your annual report makes a better 
impression on Hammermill Offset. 


Are your file cards limp and smudged 
with erasures? Put your new cards 
on stiff, strong Hammermill Index. 


Tired of hard-to-read bulletins, price 
changes, reports? Relax with non- 
curling Hammermill Duplicator. 


Graphicopy Papers, like aspirin 
tablets, come in conveniently small 
packages. You can prescribe any of 
19 different Graphicopy grades for 
printing migraines. Which grade de- 
pends on the job and your printing 
equipment. Ask yourself the ques- 
tions below and then call your nearby 
Hammermill supplier. Hammermill 
Paper Company, Erie, Pennsylvania. 


Does show-through sometimes mar a 
folder or booklet? Try Hammermill 
Opaque and save on mailing costs. 


Raising the roof about delays? Busi- 
ness forms keep production moving. 
Whippet Bond moves fast on presses. 


Graphicopy labels are big and bold. 
Clean white cartons open easily, close 
snugly. Re-use them for filing, storage. 











“Luittle Sir Fieco’ } .. always at your service! 


-HECO ENVELOPE CO. 4500 CORTLAND ST. CHICAGO 39 





Why be drab in a world of color? 


[HE DIVIDED ILLUSTRATION shows 


how listless life—and sales—become 
without color 

The same comparison could be 
made of business printing that is all 
black-and-white, and business print- 


ing on any of Howarp Bonp’s 


HOWARD PAPER MILLS © URBANA, OHIO e 


Howard 


“The Nation’s 


Companion Lines: Howard Ledger * Mimeograph 


thirteen colors. The color 
ditional element of attraction. It 


draws attention, complements and 


In business forms, Howarp colors 
direct control, facilitate 


movement, handling, and 


DIVISION OF 


1 ad- So why be drab when it pays so 
well to use color? See proof in the 


Howarp Bonp sample book your 


compliments what you have to say paper merchant or printer will be 


pleased to show you. 


efficient ALL HOWARD PAPERS are quality 
filing controlled by Acca Ly 


: St. -Reg 


Bond 


Business Paper”’ 


Duplicator + Posting Ledger + Du-All 
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Printed on Maxwell Offset— Basis 80—Camberra Finish 


“Departure at Dusk” is a favorite of contemporary painter, 


‘ r Ernest Fiene. Note the strength, the simplicity of detail 
1) . COoOVe ries 1) in the last departure of The Golden Eagle, painted from 
sketches made in St. Louis. Mr. Fiene has had 17 one-man 
i New York shows and is found in most international 
Am eCT1C an A rt exhibitions. Many awards include a Guggenheim Fellowship, 
the Norman Waite Harris Prize and a First Pennell Award 
He is currently a faculty member of the Famous Artists 
Schools. We present his work —faithfully reproduced on 
Maxwell Offset—as proudly as you will present er color 


work on this fine paper! 


HOWARD PAPER MILI Va Pat pa e Franklin, Ohi 











1AM DIRECT MAIL 


I am a salesman of goods and services, a marketer of ideas, a re- 
porter, researcher, harbinger of good news. 1 am known by one 
name, but | have a thousand faces. £7 I am addressed to men 
everywhere, and [ speak the languages of all men. The sanctum 
sanctorum of the mightiest monarch of industry is as open to me 
as the home of the most modest office clerk. 7 When I speak, 
the doctor, lawyer, businessman, truckdriver and housewife all lis- 
ten. £7 The whole world is my domain. If I must eross a conti- 
nent or a hemisphere to deliver my message, I do so. £7 I tell 
my story in ten words or ten thousand, with a hundred pictures or 
none. | clothe myself in quiet black and white or many gaudy colors. 
I deck myself in the flowing style of Victorian times or in stream- 
lined modernity ; thus Lam the most flexible, convenient and econom- 
ical medium of communication available to any enterprise. {7 
And, I am an important foree in our nation’s economy; IT employ 
four to five millions of Americans full and part-time and | account 
for fifteen billion dollars of sales each vear. I am the showcase of 
countless businesses and the main sales tool of a myriad others, 
Lf 1 am always your friend and servant, ready to move your 
goods, sell your services, enlighten your prospects, inform your 
customers, raise money for your worthy charity—or simply to de- 
liver your message, whatever it is. 7 In the hands of the ineffi- 
cient, I can fail miserably at my appointed task; but when I am 


earefully planned, correctly phrased and properly presented by peo- 


ple who know my potential and have watched my experience, I am 


an effective creator of sales, an efficient purveyor of services and a 
powerful ambassador of good will. 7 I am Direct Mail... and 


proud of it! 


Prepared as a service to the Direct Mail industry by 
Vaxwell Sackheim-Franklin Bruck, Inc., 545 Madison Ave., New York 22, N.Y. 
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HOTEL 
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AA Convention 





SCHEDULE OF EVENTS 





Early Birds 


SATURDAY, OCTOBER 8 
12 Noon-9 p.m. Registration, Main Lobby 


8-11 p.m. Early Bird Dutch Treat Party, 
Bal Masque Room; “Name Bingo,” Prizes 
and Fun 


SUNDAY, OCTOBER 9 
9 a.m.-6 p.m. Registration, Main Lobby 


2p.m.-5 p.m. Afternoon Rendezvous, 
Carioca Lounge 


3 p.m.-5 p.m. Board of Governors Meeting 


5 p.m.-8 p.m. Get-Acquainted Cocktail 
Party, Ballroom. 1960 Trade Show Ex 
hibit Opening—Ballroom 


& 
Monday, Oclober 10 


7:45 a.m. 1960 Direct Mail Leaders 
Awards Breakfast, Medallion Room 
Chairman: Ferd Ziegler, McCann-Erick 
son. Presentation of Gold Mail Box and 
Henry Hoke Awards Plus 66 Leaders 
Awards. “Make the Substance Stronger 
and the Shadow Will be Cast Accord 
ingly.” 
9:30 a.m. Opening Session, Grand Ball 
room. Keynote Address: Robert M 
Feemster, Wall Street Journal, Conven- 
tion General Chairman 
1—10 a.m. The Post Office and the 
60's, Edwin Riley, U. S. Post Office 
Department 
2—10:30 a.m. The Words You Will 
Use in the ‘60's, Paul Bringe, Paul 
Bringe, Inc 
3—I1 a.m. 49 Creative Approaches to 
Direct Mail, Sylvia Simmons, Young & 
Rubicam; Joan Throckmorton, Sports 
Illustrated 
12:30 p.m. Opening Luncheon, Grand 
Ballroom. Presiding: Bob DeLay, DMAA 
The Outlook for Business in the ‘60’s,” 
Dexter Keezer, McGraw-Hill Publishing 
Company 
2:30 p.m.-4:30 p.m. Three Concurrent 
Seminars 
Why and How Industrial Advertisers 
Use the Mails Bal Masque). Chair 


man: Fred Messner, G. M. Basford Co 
Greg Corigliano, Sel-Rex Corp.; Phil 
Sheridan, F. W. Dodge Corp.; Dick 
lirk, Reply-O Products; Bob Ward, 
Great Bear Springs Corp 
“How to Sell Products and Services 
Through Mail Order” (Medallion) 
Chairman: Andi Emerson, Emerson 
Weeks, Inc. Bernie Mazel, B. L. Mazel 
& Co.; Marvin Weck, Marvin Weck 
& Associates; Tim Cronin, Radio Shack: 
Francis Andrews, American Mail Ad- 
vertising 
“Seminar for Foundations, Associations 
Fund Raisers and Educational Institu- 
tions” (Caribbean Suite). Chairman 
Joe Leonard, American Management 
Association; Velma _ Francis Time 
Inc 


Tuesday, October 11 


8:55 a.m.-11:45 a.m. Town Hall, Grand 
Ballroom. An exciting, provocative, no 
holds-barred Open Forum on Direct Mail 
ideas, problems, techniques. Come pre 
pared to ask questions, speak your mind 
or just listen. You will be given a packet 
of direct mail samples to challenge your 
thinking and trigger discussion. No pre 
pared speeches. Instead, roving micro 
phones throughout the audience will be 
manned by such outstanding authorities 
as John Yeck, Bob Stone, “Bus” Reed 
and Bob Dale—who will serve as dis 
cussion leaders. This is the type of 
program you have asked for. Old-timers 
who have seen the advance plans say it 
could well become one of the most help 
ful and stimulating convention sessions 
in DMAA history 


Noon Open for Private Luncheons 
Check Registration Desk 


2 p.m.-4:30 p.m. “New Worlds of Infor 
mation.” Chairman: Harry Hites, Kip 
linger Washington Editors. A combination 
of the famous Circles of Information and 
Market Places wrapped up in 40 tables 
staffed by experts on all phases of Direct 
Mail Use from Copy to Production 
from Industrial to Mail Order some 
thing for everyone! 


THE REPORTER OF DIRECT MAIL ADVERTISING 





Wednesday, October 12 


7:55 a.m. DMAA Annual Meeting and 
Breakfast (Bal Masque). S. Arthur Demb- 
ner, Newsweek Magazine, Presiding. Bob 
DeLay, DMAA President. 

Election of Board of Governors. 

Vote on Amendments to Constitution. 

A Financial Report on Film! 

Surprise Presentation 


9:45 a.m. General Convention Session, 
Grand Ballroom. Presiding: Hal Banks, 
Sun Life Assurance Co 


1—“The Columbia Record Club Pre- 
sents . .” Chairman: Norman A. 
Adler, V.P., Columbia Records Club. 


2—“Advertising and Selling Today,” 
George W. Head, National Cash Regis- 
ter Co 


Noon Open for Private Luncheons . . . 
Check Registration Desk 


2 p.m. “Copy Torture Chamber” (Carib- 
bean Room). An opportunity for every- 
one! Have your copy criticized in an 
interview with the experts. A new treat 

a special for this convention! Maxwell 
Sackheim, Harry Hites, Edward N. 
Mayer Jr., John Yeck, Orville “Bus” 
Reed, Bob Stone, Betty Mathewson, 
I V. Bihler, Ferd Nauheim, Paul 
Bringe, Maxwell Ross 


2 p.m. Concurrent Special Interest Group 
Meetings: 
1—Mail Order Photo Finishers (East- 
ward Room). Chairman: Harry Wills, 
Double Envelope Corp 


2—Florida Express Fruit Shippers 
(Floridian Room). Chairman Bob 
James, the Jackson Groves, Inc. 


Presentations by authorities on copy, 
package design, lists, systems operations, 
mechanical reproduction and postal regu- 
lations at each concurrent session. De- 
tailed speakers in official convention 
program 


7:30 p.m. Annual Banquet and Entertain- 
ment Featuring Johnny Carson (Grand 
Ballroom, Black Tie Optional) 


Thursday, October 13 


8:55 a.m. Four Concurrent Features (75 

minutes each and repeated: 

“Let’s Listen to Those Who Get the 
Mail” (Bal Masque). Chairman: Bob 
Bonebrake, Tension Envelope. House- 
wife . . . Small Businessman 
Purchase Agent. 

“Basic Course in Direct Mail Advertis- 
ing”—for beginners. “Refresher Course 
in Direct Mail Advertising’—for pros. 


Chairman: Sam Wasserman, James Gray, 
Inc. Copy: Tom Farrahy, Westinghouse. 
Design: Will H. Knudsen, Smith, Hagel 
& Knudsen. Letter Production: Mack 
Weiss, New Era Letters. Lists: Jack Old- 
stein, Dependable Mailing Lists, Inc. 
Paper: Bob McHenry, Mohawk Papers. 
Printing Production: Gifford Booth Jr., 
McCormick-Armstrong. 


“101 Ways to Produce Your Mailings— 
Cheaper, Faster, Better” (Westward 
Room). 

Chairman: Robert Fox, Hooven Letters, 

Inc. Dick Messner, Marbridge Printing; 

Elliott Abrams, Tyme Letter Service; 

Muriel Gilmore, Names in the News; 

Al Spessotti, Newsweek. 

“The Diner's Club Story” (Caribbean 
Suite), Spencer Nilson, the Diner’s Club. 


Chairman: Richard Eckman, Dickie- 


Raymond 


12:30 p.m. Closing Luncheon, Grand 
Ballroom. Presiding: S. Arthur Dembner, 
Newsweek. “Print Is Here to Stay,” 
Charles E. Corcoran, V. P., Equitable 
Life Assurance Society of the U. S. 


Additional Convention Highlights 


* Full Three-Day Wives’ Program — 
fashion show, tour, luncheons. 


40-Booth Trade Show 


Luncheon meeting of Business Mail 
Foundation. Speaker: Wm. Ruder, 
Ruder & Finn. 


Luncheon meeting of Associated Third 
Class Mail Users. Speaker: Wm 
Doherty 





WIVES’ ENTERTAINMENT PROGRAM 





Saturday, Oct. 8th 

8-11 p.m. Early Bird Dutch Treat Party 
(Bal Masque Room) 

Sunday, Oct. 9th 

$-8 p.m. Get Acquainted Cocktail Party 
(Ball Room). 

Monday, Oct. 10th 

10 a.m. Coffee Party 

Il a.m. Boat Trip to Ft. Lauderdale 

2 p.m. Luncheon, Creighton’s, Ft. Lau- 
derdale Hilarious Mad Hatter Enter 
tainment. 

Tuesday, Oct. 11th 

12:30 p.m. Luncheon and Fashion Show, 
Door Prizes (Bal Masque Room, Amer- 
icana Hotel) 


OCTOBER, 1960 


Wednesday, Oct. 12th 

7:30 p.m. Annual Banquet and Enter- 
tainment (Grand Ball Room), Featuring 
Comedian, TV Star Johnny Carson and 
All-Star Revue including: Civic Opera 
Star, Terry Saunders; Las Vegas Dancers, 
the Archers; Columbia Record Virtuoso, 
Alan Black, plus Ralph Kirsch and his 
Orchestra. Dancing ‘til Midnight 


Thursday, Oct, 13th 

12:30 p.m. Closing Convention Luncheon 
(Grand Ball Room). Speaker: Charles 
E. Corcoran, Vice President, Equitable 
Life Assurance Society of the U. S. 





at thee DMAA Conveiition 
there will be 


Reply-o-Letter men 
to help you with these 6 business situations 


e 
DMAA Membership 
for over 

27 
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Leads! 
Leads! 
Leads! 


.. for Company Salesmen 


SS$S.g88 


More than a quarter of a million 
salesmen earn all or part of their income 
as a result of Reply-O-Letter’s 

amazing lead-getting ability. Real, 
bonafide leads... the kind that count 
with salesmen. See your Reply-O-Letter 
man at the show. Let him explain 

what we mean by bonafide. 


Getting new 
subscriptions 
and renewals 


Should be the other way round. 

Renewals and subscriptions. Your 
Reply-O-Letter man likes to help you 

make sure the renewal “hopper” is 

drum-tight before you pour new subs in at 

the top. Let’s talk it over in the Reply-O-Letter 
Hospitality Suite at the Americana. 





Leads! 
Leads! 
Leads! 


.. for Dealers 
and Distributors 


Middlemen are no longer willing 
to wear out shoe leather. Printers’ Ink 
(August 19, 1960) says: “Fewer and 
fewer salesmen (are) making cold calls 

. promotions are generating invitations 
to call.” See your Reply-O-Letter man 
at the convention. He knows the problem. 


New 
Charge 
Accounts 


DNV crrrs 
3 ¢ 
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But, where? With all the activity 
currently concentrated in. ‘ p 
the new branch stores, || | (##e+s+4 | 








what’s happening down- 
town? Your Reply-O-Letter 

man has some ideas about this. 

Not that we don’t love branch store charge 
account promotions—we’ve built a 
reputation on them. 
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With every conceivable part of the human 
body represented by at least one worthy eo 
Association or Institute, those who must ,? Pe 
raise funds for health or charity purposes would | iy 

do well to listen to the Reply-O-Letter ah 
man. He’s well-versed in fund raising techniques 

that may lighten your burden. 
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Pharmaceutical 
sampling 
is just fine 


But with everybody 
sampling, nobody gets the 





full advantages of this expensive 

procedure. Pharmaceutical 

advertisers may get a 

worthwhile idea or two about 

sampling in the economical Reply-O 

manner, plus a free drink at least, in the 
Reply-O-Letter Hospitality Suite at the Americana. 


If you can’t be at the Convention, let us bring our part of the show to you! 
Write for the booklet, “The 3 R’s of Direct Mail.” And, if you will, take 
an extra moment to brief us on your needs and objectives. 


REPLY -O-LE TITER 


7 Central Park West, New York 23, N.Y. 
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OFFICES IN PRINCIPAL CITIES IN THE UNITED STATES, CANADA, ENGLAND AND AUSTRALIA 





INSIDE 
OCCUPANT MAIL 


QUESTION: HOW LARGE AN AREA 
SHOULD I COVER WITH OCCL- 
PANT MAIL ADVERTISING? 


ANSWER: Enough area to show a profit 

To qualify this I must cover certain 
points about the requirements of profit 
able Occupant Mail Advertising. All ad 
vertising seeks a profit. The profit in Oc 
cupant Mail Advertising lies in the Trad 
ing Area. 


I learned long ago, the hard way, that 
mailing into an area which has none of 
your customers is wasted effort. There is 
little or no response. Conversely, I also 
learned that the greater the concentration 
of customers in an area, the greater the 
response from that area 


In analyzing the extent of trading areas 
for many customers we found a common 
pattern. It showed the heaviest concen- 
tration of customers lived within a rela- 
tively close area around the store de 
pending on the stores location and topo 
graphic environment. We called this area 
the Primary Trading Area 


The Primary Trading Area is usually 
not clearly defined. It is surrounded in 
turn by a fringe of somewhat scattered 
customers. This fringe area of scattered 
customers we called the Secondary Trad- 
ing Area 


During many years of occupant mail 
ing into our customers’ trading areas we 
found that mailings into Primary Trading 
Areas were more successful than any 
others. Mailings into Secondary Trading 
Areas were made when the mailer could 
expand his advertising budget. Therefore, 
mailers planned their mailings for their 
Primary Trading Area and prepared as 
much material as they felt they could 
afford—keeping in mind the quantity that 
would be needed for the Secondary Trad 
ing Area. They would then saturate the 
Primary Trading Area and a section or 
two of the Secondary Trading Area 
After a few mailings the mailer would see 
a clear picture of his trading area and its 
growth patterns 


The size of the area to cover with Oc- 


cupant Mail is clearly shown when a 
mailer works with Trading Areas 


Write for a copy of Will Storing’s au 
thoritative book “How to Think About 
Occupant Mail Advertising”. Will's Book 
has a more complete description of how 
to find and use your trading area 

Sincerely 
Les Cullman 
President 


oc NT MAILING LISTS OF AMERICA INC. 
239 N. Fourth St., Columbus 15, Ohio 
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THE MASA CONVENTION in De- 
troit proved informative and worthwhile 
to the nearly 400 members who attended 
Heartening was the trend toward the 
creative aspects of direct mail with talks 
on copy, art, layout etc. Bob Hemmings 
(The Smith Company) gave an outstand- 
ing talk, as did Ed Moore (R L. Polk), 
(Campbell-Ewald), and 
Senator 


Tom Tucker 
Bruce Robinson (Maxon Inc.) 
Olin D 
fine talk on the postal situation, warning 
Congress and the PMG they'd better get 
back to the Postal Policy Act of 1958 
Paul Sampson, president of Sampson-Hill 
Inc. Detroit, was elected the new presi 
dent of M.A.S.A. Horace Nahm received 
the Miles Kimball Award. For further 
information on the presentation see page 
110. 


Johnston (Dem. S.C.) gave a 


eee 
HUNDRED MILLION CLUB is now 
open to all users of the mails. Heretofore, 
its membership had been restricted to 
Interested parties 
Meyer, president 


mail order users only 
should contact Otto fF 
of the Club at Wall Street 
N.Y. or Mary | Clark, 

Conde Nast Publications, N.Y .( 


Journal, 


secretary 


e¢de 

THIS TAKES THE CAKE for screw- 
ball legislation! During the 1960 session 
of Congress thirteen nearly identical bills 
were introduced (one in Senate, twelve 
in House) “to prevent the use of stop- 
watches or other measuring devices in 
the postal service.” In other words, no 
supervisor could use any device for 
counting the work turned out by an em- 
ployee (although it has long been the 
custom of casing clerks to take examina- 
tions for speed in separations). Sounds 
unbelievable but a postal employees 
union induced the unthinking legislators 
So far they have 
not become law. But if you want the 


to introduce their bills 


it is reviewed 
Modern 
Materials Handling published at 221 
Columbus Ave.. Boston 16, Mass. Better 


write to Publisher Sears L. Hallett and 


entire incredible story 
in the July 1960 issue of 


ask him for tear sheets. Those of us in 


direct mail certainly do not want to 
see the Post Office Department ham- 
strung in its efforts to speed up the mail 
even if we may be opposed to extreme 


standardization 


rHIS HUMOR ITEM appeared in a 
recent issue of Prints of Paris, well 
done, entertaining house magazine of 
Paris Printing Co., Oak at 22nd Street, 
Kansas City 8, Mo.: “Telephone operator 
to new girl she is breaking in: ‘No, honey, 
you say, just a moment, please, not hang 
on to your pants, mister’.” It reminded 
us we should repeat warning printed a 
number of times in the past. All execu- 
tives should at intervals call themselves 
on the phone from outside. Find out how 
employees are handling calls for you 
Are callers being treated courteously? Is 
there a prompt desire to help even 
though you are not present? We've known 
some mighty fine direct mail programs 
which have been wrecked because in- 
terested and half-sold prospects have been 
badly treated by phone answerer. This 
includes silly screening by too-important 
secretaries who want to know who's call- 
ing and for what purpose, etc 


Jad 

A CUTE SUMMERTIME MAILING 
recently across the desk from 
Darling Envelope Corp., 2018 Washing 
ton, Kansas City, Mo. The mailer, re 
sembling a large book of matches, is 
actually a three-in-one utility kit con 
taining three packets—one a first aid kit, 
the second, sun tan lotion, and the third, 
insect repellent. Called “Have Fun In 
The Sun” on the flap side, the entire 
pack doesn’t contain one bit of sell for 
Darling Envelope. A good attention 
getter, and a piece sure to be used 


came 


_ 
eed 


MONSANTO CHEMICAL COM- 
PANY, Springfield, Mass., has just an- 
nounced a new paper-like plastic product 
According to the 
receptive to bold 


called Santofome 

manufacturer, it Is 
embossed effects and can be printed by 
most conventional methods. They expect 


Santofome will be used by the graphic 
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int in Red and Black on both sides 
& at these wonderfully low prices! 


Trimming and wrapping 8Y%2x 11 11x17 
in packages Both sides printed Both sides printed 
of 500 included in red and black in red and black 





10M $8.50 per M $15.00 per M 
25 M $6.00 per M $11.00 per M 
50 M $5.50 per M $10.50 per M 


100 M $4.25 per M $ 8.00 per M 


. and for a single flat charge of $50, regardless of quantity, you 
can have a third color on one. side in addition to red and 
black on both sides. 


a 50 Ib. white offset Mi Quality printing on a Roll-Fed Webb. 
Complete satisfaction guaranteed M Shipment within 2 weeks 


M 1-side bleed, pre-screened halftones or screens, 
solids not exceeding one-quarter of a page and 
reverse ready for camera are included. 





HOW TO SEND COPY: Copy should be ready for camera with red color 


indicated on tissue or overlay. No strip-ins. Nothing else is required. 


We'll gladly send you economy § 
tions on other sizes and stocks, AVE 
other colors. 

Colortone Phesa 


Creative Printing Through Lithography 


2400 17th Street Mi Washington 9, D. C. M DUpont 7-6800 


(Direct Dialing Area Code 202) 








SALT 


ADDS ZEST 


to many otherwise bland foods. 


PROFESSIONAL SERVICES 
add that extra 


TOUCH OF PERFECTION 


to otherwise bland direct mail and 
sales promotion programs. 








Retaining William Steiner Associates 


MEANS You will have special 


ized professional counsel 





and creative ser 


vices to assure you 
MAXIMUM RESULTS 
PER DOLLAR INVESTED. 


3 CREATIVE SPECIALISTS 


An impressive Team of 
available for your programs. 


BENEFIT FROM EXPERIENCE (Of Others) 


Our many years of working on a variety of clients’ 
sales problems enables you to cash in on the ex- 
perience of others providing a constant flow 
of tested ideas that Witt WORK FOR YOU 


NO OVERHEAD 


or additions to your staff are needed . . 
you gain great flexibility special ade led 
projects are handled efficiently and on 





Talent 








time. 





y PAY ONLY FOR 
THE TIME YOU NEED 


@ sound way for handling your peaks and valleys 
your heavy direct mail and sales promotion 
programs 





YOU SAVE MONEY 


because our enables you t 
. our know-how in 


envelopes, 


experience 
avoid costly errors 
buying printing, 
using formats, sizes, et 
savings continually. 


INTERESTED? 


We'd like to tell you how we can hel ‘ou PRO 
DUCE QUALIFIED LEADS CREATE ACTUAL 
SALES BY MAIL FOLLOW UP INQUIRIES 
INCREASE SALES THROUGH WHOLESALERS AND 
DEALERS MAKE USE OF HOUSE MAGAZINES 
AND NEWSLETTERS AS SALES BUILDERS 
REACTIVATE LOST ACCOUNTS PRE-SELL 
BEFORE YOUR SALESMAN CALLS DEVELOP 
SPECIALIZED MARKETS and do the dozens 
of jobs a sound direct mail and sales promotion 
program can do so well 


JUST DROP US A NOTE 


for an exploratory talk . . . or look us up at 
the DMAA convention at the Americana in 
Miami—Bill Steiner and Renee Kaplan will be 
on hand. 


WILLIAM STEINER 
ASSOCIATES, INC. 


SALES PROMOTION/DIRECT MAIL 


42 EAST 64 aemeat NEW YORK 21, N. Y 
TEMPLETON 8-1335 


services, lists, 
, brings you sizable 














arts industry for greeting cards, an- 
nouncements, promotional brochures and 
counter displays. The new plastic film is 
said to be waterproof, light- 
weight, non-abrasive and grease-resistant. 
Price will range from about $4 to $7 
per 1,000 square feet, depending on type 
and quantity. Full information available 
Monsanto's Plastic Division, 
Mass. 


sanitary, 


by writing 
Springfield, 


eee 


A NEW TWO-HEADED AUTO- 
MATIC STAPLER has been introduced 
by the Staplex Company, 777 Fifth Ave- 
nue, Brooklyn 32, N. Y. This machine, 
called the “Double-Header,” can affect 
up to 50 


savings in labor, according 


to the manufacturer. The machine puts 


two staples in simultaneously, instan- 
and will staple as quickly as 


It is available in grey 


taneously, 
work ts fed into it 
and uses standard type staples which load 
Suitable for top and side 
adjust- 


2%” to 


in seconds 
stapling, the “Double-Header” 1s 
distance from 


and depths from 


able for center 
612” between staples 
«” to 3”. Further information available 
from the manufacturer 

a 


eee 
OXFORD PAPER COMPANY re- 
cently sold 396,000 leasehold 
and 12,000 acres of freehold timberland 
Province of Nova Scotia. Sale 
price was $3,750,000. The timberland 
near Cape Breton, N. S., was considered 


no longer necessary to Oxford due to a 


acres of 


to the 


1955 acquisition of timberland in Maine. 
Profits realized on this sale will be used 
to further the company’s kraft program 
which is due for completion in 1962. 


eed 


IF YOU'RE THE 
ryPE, 
“Motor Scrapbooks” published by 
Floyd Clymer Publications, 1268 South 
Alvarado Street, Los Angeles 6, Cali- 
fornia. We recently received MS #6 and 
MS #8, in addition to Clymer’s Model 
T Memories and Early Advertising. All 
but the last deal pretty exclusively with 


NOSTALGIC 


you'll want to see copies of 


some 


automobile advertising from 1900-1930 
with reproductions of the antique ads, 
specifications, line shots and muddy half- 
tones of the cars, laughable copy lines 
(by modern standards), and oh boy, what 
prices! $500 for a Chevvy sedan. The 
last book Early Advertising displays ads 
for all types of products during the same 
30 years. Price of the books mentioned 
is $2.00 each. 
eee 

MAILERS EQUIPMENT COMPANY 
Inc., 38-40 West 15th Street, New York, 
has purchased from Friden Inc., all pat- 
ents, rights, dies, parts and stock 
of Multipost Stamp Affixers. Heretofore, 
machines had been re- 


tools, 


sales of these 
stricted to Friden agencies, but will now 
be available to dealers and stationers. An 
undisclosed amount of cash was involved 


in the sale 


eee 

ENJOYED A RECENT BOOKLEI 
from Electronic News, 7 E. 12th Street, 
New York 3, N. Y. This sixteen page 
folder is printed on four different colored 
features simulated 
Booklet pro- 
and Elec- 


paper stocks, and 
woodcuts as illustration 
motes WESCON 
they are seeking advertising 
with the woodcut illustration there are 
several parodies on nursery rhymes, each 
WESCON 


convention 
convention daily for which 
Io go along 


rewritten to conform to the 
theme. Well worth seeing 
—_— 
eee 

4 DRAMATIC FORMAT to show 
that list maintenance is a tough problem 
was a 19x32 inch sheet reproducing 16 
actual first- and third-class #10 envelopes 
received in recent months by Hub Mail 
Advertising Service of Boston. A letter 
from Sales Manager Walter Bernheimer 
accompanied the folded sheet and ex- 
plained that the envelopes 
(from prominent organizations) were ad- 
dressed to 79 Cambridge Street from 
which Hub moved almost five years ago 
to the present location at 1000 Washing- 
Boston 18, Mass. Good demon 
stration. Incidentally, Hub is the only 
firm we know of whose telephone num 


reproduced 


ton St., 


ber coincides with company name. You 
dial Hub Mail and you get HU 2-6245 
That didn't happen by accident. 


eee 

PINKING SHEARS 
crop the top of a four-page folder sent 
by Station WJXT, Broadcast House, 
Jacksonville 7, Fla. to “better” men’s and 
department stores prior to Father's Day. 
Front of folder, titled “Tale of Man- 
hattan’s,” showed a sketch of a Manhat 
tan shirt with a cloth blue tie tipped on 
The pinking added to the feel or im- 


were used to 
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Is it hard to build a house? 

Not too hard, when you're 
building a bird house. 

And so you had set to work, 
carefully sawing the pieces, nail 
ing them together and chiseling 
out the little doorway 

Ihree hours, two splinters and 
a bruised thumb later, it was 
finished. 

gut it needed a tenant. And 
soon one came. Circling. Inspect 


ing. And suddenly— popped right 


ATLANTIC 


EASTERN FINE PAPER AND PULP Divisio 


Production facts: This insert lithographed on new 


basis 80, on a 52 x 77 4-color press, 30 up at 


vellow, red, blue, black 


4,000 IPH. Sheet size 49% x 


into its new home. That was the 
proud moment. 

Can you recapture another like 
it? You often do. But today, your 
tools are presses, inks, papers 
and your undiminished pride 
You use them all to build your 
good printing, your good reputa- 
ton. 

And we help, because pride 
goes Into our product, too. The 
paper you're looking at right now 


isa good example. 


NE PAPERS 


RD PACKAGING CORPORATION - BANGOR, ME 


brilliant white Atlantic Opaque, Vellum finish 


76%. Color sequence was 


Press plates were deep etch aluminum from 175-line screen positives 








What a color line-up 
for creative printing! 


French Cream. Mistie Blue. Ocean Green. Dustie Pink. Daffodil 





Yellow. Smokie Gray. Only Atlantic Pastel Offset has them all. Use them 
to spark your creativity. Use them to prov ide an extra color without extra 
presswork 

Atlantic Pastel Offset’s well-closed surface takes inks beautifully. High 
bulk and even caliper mean trouble-free presswork. And this versatile 
paper folds and refolds without cracking. 

Your choice of basis 50, 60 and 70 in velvety Suede finish. For a perfect 
match-mate, specify Atlantic Pastel Cover. Ask your Eastern Franchised 


Merchani for samples of both papers. Or write us direct 


bf EASTERN FINE PAPERS 


EASTERN FINE PAPER AND PULP DIVISION STANDARD PACKAGING CORPORATION ~- BANGOR, ME 


Production facts: This insert lithographed on new, br an e Atlant ipaque, vellum finish, basis 80, on a 52 x 77 4-color press, 30 up at 


4,000 IPH. Sheet size 492 x 76%. Color sequence was yellow, red, biue, black. Press plates were deep etch aluminum from 175-line screen positives 





“LET ME INTRODUCE 


THE GANG... 


NOW CELEBRATING OUR 
25TH ANNIVERSARY !’’ 


Through their individualized interest in 
each client plus group team service, they 
are largely responsible for our steady 
growth (from two people in 1935 to a siz- 
able, departmentalized organization now) 
during the past busy, happy quarter of a 
century. (Four key staff members have 
been with us almost from the start.) 


PRESIDENT 


Through pioneering and broad experience, they have 
truly made MOSELY Mail Order List Headquarters. 
And — as we start our second quarter century, we look 
forward with confidence in MOSELY facilities and 
“know how” to deliver a modern streamlined service to PEG O’LEARY 
a widening circle of clients to create New Mail Order Exec. Vice Pres. 
Customers and Sales in Volume and to help solve chal- 
lenging volume list problems. 

It will be to your advantage to explore with us the possibilities of increasing 
your profits through greater use of Mosely Mail Order Lists. 


MAIL ORDER LIST SERVICE, INC. 
) Y Ne Mf Mail Order List Headquarters 
38 Newbury Street CO 6-3380 
Boston 16, Massochusetts 
New Mail Order Customers in Volume direct by mail 


Charter Member, National Association of Mailing List Brokers 














WHY CONSULT A 


LIST BROKER ABOUT 
YOUR ADVERTISING 


CAMPAIGN! 


List brokers are familiar 


with the 


needs of mailers. They know from 


experience what types of 


lists are 


most likely to be productive for a 
given offer because of their close 


contact with hundreds 


of offers 


over the years. A _ list broker 
knows which lists produce consist- 
ently for specific types of products 


and services 


In addition to their normal list 
business, each broker has accumu- 
lated a wealth of information about 
specific fields and markets, i.e., 
automotive, financial, fund raising, 


charities, religious, publishing, and 


so on. 


At Richard Buehrer Associates we 


have the added advantage 


» of first- 


hand experience for those of you 
who are serious enough about di- 
rect mail to ask questions. Our ex- 
perience with direct mail was 
gleaned from the publishing, hor- 


ticultural, industrial and 


technical 


fields with intimate knowledge of 
promotional mail order and club- 
plan techniques. This experience 
was acquired from your side of the 
fence ... from your point of view 

with your problems in mind. 


Since our business concerns itself 


primarily with mailing 


lists, we 


cannot surpress the twinge of pride 
in knowing that we can give you, 
without cost or obligation, the 
benefit of our experience in these 
fields. This is a service you are en- 


titled to. 


The more you can tell 
your advertising plans 
questions you ask the 


us about 
the more 
more we 


can contribute to the success of 


your direct mail efforts 


Circle 6-2662 


Richard Buehrer Associates, Inc. 


136 West 52 Street New York 19, N.Y. 
(Associated With D. L. Natwick) 


MEMBER 


National Council of Mailing List Brokers 


Associcted Third Closs Mail 


Users 








pression of cloth. Short inside message 
told of intensive shirt selling campaign 
prior to “the day” which is described 
variously as set aside for “dad, pop. 
papa, padre, pere, or ‘the old man. 
Advertising Manager Tom Mahaffey may 


have some extra copies for idea files 


“WHAT ADVERTISING AGENCIES 
ARE What They Do and How They 
Do It,” a lecture delivered by American 
Association of Advertising Agencies 
President Frederic R. Gamble as part of 
the Distinguished Advertising Lecture 
Series of the University of Missouri on 
the SOth Anniversary of its School of 
Journalism last year, has now been 
printed as a 32-page, 6x9 inch booklet 
rhis new piece, providing historical back- 
ground and current practices, should 
prove valuable in answering inquiries 
from writers, students, new agencies and 
others. Single copies are available upon 
request from AAAA headquarters, 420 
Lexington Ave., New York 17, N. Y 


eee 


FOR YOUR LIBRARY: There is 
now available a 684-page (weight 1% 
pounds) printed transcript of the 1960 
hearings by the Post Office Committee 
of the House of Representatives. Con- 
tains all the arguments pro and con 
about increased postal rates. Most inter- 
esting section starts on page 656, Con- 
gressmen Porter and Corbett demon- 
strated by cross-examination that the 
Postmaster General has failed to comply 
with the Postal Policy Act of 1958. There 
are many other interesting sections 
particularly the testimony of familiar and 
well-known personalities in the direct 
mail field. Best way to obtain a copy of 
transcript is to ask your Congressman 


to send it 
— 


eee 


DEATH ON THE HIGHWAYS was 
subject of an item in July Scuttlebutt 

outlining plan of Maxwell Sackheim 
for using direct mail to help catch dan- 
gerous, reckless drivers. One of those 
interested was old friend, Virgil D 
Angerman, sales manager of Columbia 
Envelope Co., Inc., 2015 N. Hawthorne 
Ave.. Melrose Park, Ill., who told us 
about his direct mail idea for reducing 
highway crime. He thinks back of all 
state envelopes used to mail license plates 
should be printed with a signed message 
by FBI Director J. Edgar Hoover 
warning against Death in Disguise 
the hitchhiker. Virg believes Mr. Hoover's 
message, used in some AAA publications 
now, would make a stronger impression 
on approximately 40 million automobile 
owners if placed on back of their 


license envelopes. In case you haven't 
seen it . the FBI message now reads 
“To the American Motorist: Don't pick 
up trouble! Is he a happy vacationer or 
an escaping criminal a pleasant com 
panion or a sex maniac a friendly 
traveler or a vicious murderer? In the 
gamble with hitchhikers your safety and 
the lives of your loved ones are at stake 
Don't take the risk!” You might pass this 
idea along to proper officials in your own 


State 


— 
eed 
GENERAL ELECTRIC is tying in 
with election year hullabaloo by staging 
a mammoth fall promotion campaign in 
behalf of light bulbs. The cartoon char 
acter, nearsighted Mister Magoo, cavorts 
(in TV commercials and magazine space) 
through a political campaign that takes 
him to the “grass roots” in his search of 
“Ballots for Bulbs.” G-E is investing 
more than a million dollars in this highly 
concentrated campaign. Dealers, regional 
offices, publicity connections were given 
full advance notice by bulky direct mail 
“press packets” containing schedules, 
Photos of TV spots, information about 
dealer helps, new packaging, displays, 
and so forth. A bie job 
— 
eee 
CALIFORNIA is the country’s largest 
single vehicle market according to 
prospectus folder sent by Walter P 
Crinnion, president of Motor Registration 
News of California, 523 E. 14th St., 
Oakland 6, Calif. (direct mail specialists 
and list compilers for the automotive 
field). Showing importance of up-to-min- 
ute lists . there are slightly more than 
7% million cars registered annually in 
California but approximately 250,000 
change registration every month (by 
purchase or moving notice). 
a 
eee 
“WHAT WOULD YOU think of a 
relative who had an income of $7,000 
per year, but who had run up a debi of 
$29,000 of which $5,000 was payable on 
demand and $7,500 more within the 
year? Well, don’t disown him too soon 
Add seven zeros onto those figures and 
you've got your Uncle Sam.”—4Accord 
ing to Executives’ Digest, published 
monthly by Fisher-Stevens, Inc., 120 
Brighton Road, Clifton, N. J.) 


eee 


INTERNATIONAL BOOKLET: Mc 
Cann-Erickson’s Research Division re- 
cently issued a report on “The Market- 
ing Outlook of the Free World During 
the Decade of Incentive.” The text is 
reprinted five times in an attractive 6x9 
inch brochure in’ English, Francais, 
Deutsch, Espanol and Portuguese 
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MEAD PAPERS SALUTES THE DIRECT MAIL ADVERTISING ASSOCIATION 


AND THE PRINTING CRAFTSMEN UPON WHOSE SKILLS IT DEPENDS 
B 120 


D.M.A.A. CONVENTION + MIAMI BEACH + OCTOBER 9-13. 1960 


Successful direct mail relies on good ideas effectively produced on the right papers by creative 
printers. This billion-dollar industry regularly selects from the broadest—and the finest—line of 
papers in the world, MEAD PAPERS! In fact, whatever you need—from fine printing papers to 
creative packaging, to tougher containers—look to MEAD, America’s most diversified paper company 


You get more from MEAD...the moving force in Paper and Packaging 


A SUBSIDIARY OF THE MEAD CORPORATION 
DAYTON 2, OHIO 
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*GONE SHOPPING 
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“= 283,653 new mothers received our clients’ 
promotion material last month ... . and ft 
went shopping. This is the advantage of d 
a birth list that guarantees the coverage of 
your market at a minimum of 280,000 homes 
per month . . . re@@hing 75% of them ten to iggtt 
fifteen days after the birth 6f baby . . . with 
postal delivery guaranteed 98%. 


To help our clients reach as many poten; - 
tial’ customers as possible economically, ws i 
make available to them not only the largest 

and most deliverable birth list but also the 
latest in IBM electronics, adding another Gay 
titst to a long list of N.B.R.C. advances, such 

as Th your plant addressing .. . IBM a 
cards .. . for use in your own equipment ws | 
IBM town marked Cheshire Tapes .. . sorted = 
33—on gummed labels . . . names on mag- 

netic computer tap@. . . county reports by” 
mipnth with all cities of over}2,500 popula- ~ 
tion shown . . . with high speed exact county 
election. 


These systems are cost cutting and sales 
building. Fifteen years experience cannot ~.s 
replaced with so-calléd short cuts. . . Find- » 

ing and reaching your market requires the 
latest in “know-how” and equipmeft. For full 
information on how to make-amore new 
mothers go shopping, contact Market ae 


opment and Research Department. 


each language section indexed by die-cut 
marginal “tabs.” Charts mentioned in 
report are stitched together and bound 
inside back cover. Appendix at end of 
text lists all of McCann-Erickson’s do 
mestic and foreign offices. A truly inter- 
national promotion and well done. Get a 
copy for your library by writing to Mar 
keting Communications Workshop. Mc 
Cann-Erickson Incorporated, 485 Lexing 
ton Ave., New York 17, N. Y 
— 
e@ee 

PRODUCT MINIATURES featuring 
matches seem to be pretty popular. We 
featured some samples of Italian cylin- 
drical containers in the July tissue, now 
learn of a cute match mailing done by 
Globe Office Equipment & Supplies Inc 
of Cincinnati. Lion Match Co., 11-49 


44th Rd.. Long Island City, N. Y. de 
signed and produced the package and 
also furnished the P.O. approved foil 
lined sleeves for mailing. The pack, con 
taining 12 books of matches ts designed 
to look like a filing cabinet 
a 
e@ee 
LONGER SLOTS for mail in office 
doors is what we ought to campaign for 
according to adman Joe Russakoff, 
who recently went through the turmoil 
of moving his agency to 2 W. 45th St 
New York 36, N. Y. after fifteen years 
in the old place at 15 E. 40th Street. Joe 
says average door slot is only 7% inches 
wide. Larger-size mail has to be bent to 
squeeze through. Joe scouted around and 
found an Il-inch device which he had 
installed. In addition to the crusade for 
larger door slots maybe we should 
go after the too-small mail compartments 
in apartment houses 
os 


eee 
GOOD TIE-UP PROMOTION: As 
probably everyone knows by now 
the new motion picture “The Bellboy,” 
starring screwball Jerry Lewis (a Para 
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your 
printing 
comes 

to life on 


VUehoose 


“PAPERS 





.o one “Uthoosa. OFFSET gives you a 


WHALE OF | 
A CHOICE © 


IN COLORS, WEIGHTS, 
AND FINISHES 
A wide color selection (nine beautiful pastel shades 


and a dazzling white) plus a wide choice of * 
unusual finishes in many weights... are yours to 
choose from when vou choose Nekoosa Offset! 


NEKOOSA-EDWARDS PAPER COMPANY 
PORT EDWARDS, WISCONSIN 
Mills at Port Edwards and Nekoosa, Wisconsin, and Potsdam, New York 


LITHOGRAPHED ON BUFF NEKOOSA OFFSET, 
VELLUM FINISH, BASIS 70 





? 


PROFIT IN 
MORE THAN 
ONE DIRECTION... 


plan your Imagine 70 different styles with over 400 sizes—all available to help 
you! That’s what you see in the U.S.E. Envelope Selector Chart*—a 


. 
advertising treasure chest for the ad-man who wants ideas in envelopes—who also 
with T is F wants quality with economy. Your U.S.E. envelope supplier can furnish 
. : - 


samples and prices. 


envelopes *Want a copy? It’s free. 


United States Envelope Company — 


General Offices: Springfield 2, Mass. ¢ 14 Divisions Coast to Coast 
Plan your advertising with U.S.E. Envelopes. There is a style to sult in a size to fit. 











"X" and “Y" Want 
To Meet “Z” 


X and Y have a lot in common. 
Each is the sole stockholder, 
managing-creative-selling head 
of a syndicated, monthly direct 
mail activity. The businesses are 
similar in purpose but not com- 
petitive and could be combined 
under one ownership and man- 
agement, thus reducing over- 
head. Each business is high 
grade, old established, well 
known, smooth running and 
profitable. : 

X and Y are in good health and 
active, but past retirement age 
and slowing up. Each would like 
to sell his business now or in 
the near future. Each would like 
to remain in the business for the 
time being to help the new man 
get his feet on the ground. The 
new man may be hired on sal- 
ary with option to buy 
Unfortunately, neither has a sec- 
ond-in-command with the right 
background, ability, experience 
and financial responsibility to 
take over. They want to meet 


Perhaps Z is an agency account 
man, an ad manager or a sales 
executive who is mature (40 to 
50), thoroughly experienced in 


advertising and selling direct 
mail in particular, and who 
wants to buy-manage either or 
both businesses on very liberal 
terms of sale. Certainly, Z is not 
an ambitious, inexperienced 
youngster, a fly-by-night or get- 
rich-quick promotor, a fast talk- 
ing, high pressure salesman or 
the flashy “Madison Avenue” 
type of ad man. Maybe “Z” is 
a letter shop or direct mail or- 
ganization interested in more 
income 

If you believe the three of us 
have mutual interests, write in 
full confidence and detail (no 
sketchy outline, please) who 
you are, what you have done, 
what you are doing, etc. There's 
a net income of $35,000 plus 
annually in either business at 
stake and we'll investigate you 
as closely as you will want to 
investigate us 


Box 102 


The Reporter 
224 Seventh St. 
Garden City, Long Island,N.Y. 








mount release) was made at the gorgeous 
Hotel Fontainebleau in Miami Beach 
Recently the promoters of the picture and 
the hotel cooperated on a combined 
mailing. A  well-processed letter signed 
by President Ben Novack on Fontaine- 
bleau stationery; attached to it, a four 
page folder showing some of the behind 
the-scenes antics while The Bellboy” 
Cooperative promo- 
when well 


was being filmed 
tions are interesting 


handled 


— 
eee 

4 SHORT ITEM some months ago 
told how Plainfield, N. J. schools were 
closed for a business-educational day; 
teachers being assigned to spend the en- 
tire day in various participating business 
es. Now B. R. Kincade of Enardo Mfg 
Co., P. O. Box 1647, Tulsa 1, Okla. tells 
us that the Tulsa Chamber of Commerce 
has been promoting a similar event for 
a number of years. But have gone a step 
participating 
businesses reciprocate by spending one 
Kincade 
says: “You should see the new school 
When busi 


nessmen get behind a concerted drive to 


further The owners of 


entire day in the schools. Mr 
building program in Tulsa 


alleviate the crowded school conditions 
you really have something 
—_— 
eee 
HERE’S A WAY to get better hand 
ling and more attention for your special 
delivery letters: Automotive book pub 
lisher, Floyd Clymer, 1268 S 
St.. Los Angeles 6, Calif. claims that the 


Alvarado 


post office is getting into a bad habit of 
delivering special delivery pieces along 
with other regular carrier route mail 
(some post offices). Mr. Clymer has a 
special rubber stamp which ts imprinted 
on all special delivery envelopes. It reads 
in bold purple type: “We have paid 30c 
extra for special delivery. Do not deliver 
with regular mail as is so often the 
Incidentally, Mr. Clymer 
is writing a book about “The Post Office 
Dilemma and What to do About It” 


ways to increase revenue without raising 


P.O. custom.” 


postage rates 
eed 
WATCH OUT FOR another rash of 
which 


appear to be invoices for listings. Most 


‘directory” companies mailings 
of the local rackets were put out of busi 
ness by district attorneys or postal in 
spectors. But a new one is flourishing on 
a national scale using same formats 
If you are solicited send material to 
your local Better Business Bureau 
eee 

DOGGONE! Another trade paper has 
seen fit to sell space by unfair competi- 
tive tactics. The Southern Florist and 
Nurseryman (P.O. Box 1868, Fort Worth 


1, Texas) took a full-page house ad to 
ask advertisers to “measure the value” of 
trade paper space against direct mail. 
Postage alone to the 6,000 readers of 
SF&N would cost $120 (that was before 
July | and 2%¢) not counting printing 
and mailing operation . while a full- 
page ad would cost only $90, etc., etc., 
etc. This is the silliest of all competitive 
arguments, not worth listening to, but 
constantly popping up. The promoters 
are trying to compare two entirely dif- 
ferent things. Direct mail is, or should 
be, an entirely personal, individual, un 
interrupted contact, while space display 
must compete for attention with editorial 
matter and other space. It has tremen 
dous image building value in itself but 
promoters should not condemn another 
medium in their selling activities. The 
whole argument is answered sanely and 
calmly in a new Reporter prospectus 
prepared for advertising prospects. (Note 
Editorial department had no hand in its 
preparation but approves of the logical 
copy.) 
— 


e@ee 
FAMILIAR FORM 354; 


continued, according to announcement 


will be dis 


by Post Office in Federal Register (el 
fective date October 1, 1960). Undeliy 
erable third-class mail of no obvious 
value will be destroyed. Where mailer 
indicates “return postage guaranteed” 
piece will be returned marked with either 
new address or reason for non-delivery 
There will be a charge of S¢ for each 
piece returned or the regular third-class 
rate (whichever is higher). This new pro 
cedure has been tested satisfactorily for 
a number of months in several key post 
offices and according to officials will 
eliminate costly and time-consuming op 
erations in the postal service 

= 

e@eede 

HELL wants a post office. Hell is just 

i small town in Michigan a restaurant 
service station and a few summer cot 
tages. Many people visit there because 
of peculiar name and are disappointed 
because cards cannot be postmarked Hell 
Congressman Chamberlain of Michigan 
is trying to get the Post Office to correct 
this hell-of-a-note situation 

— 

edd 

HERE IS A GOOD IDEA for office 

work simplification. Our old friends, the 
Wassell brothers, who back in 1942 orig 
inated the production-control (Produc 
Trol) wall instrument boards for factory 
management . have come up with the 
most sensible thing yet for correspond 
ence filing. Can also be used for list and 
order controls, among other things. They 
have simply substituted the wheel for 
the sliding drawer. The new work organ 
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Even after hundreds 
of imprints, 
the Elliott 
addressing stencil 


gives a 


clean- cut 
impression 


Merrimack-Essex Electric Co. 
121 Merrimack Street 
Haverhill, Massachusetts 


EVERYTHING SHARP AND CLEAR, NO FUZZY EDGES, 

NO BROKEN LETTERS, NO SMEARS with the famous light-weight Elliott 
addressing stencil, even after long usage. This is the stencil that packs so compactly, 
handles so lightly, perfectly designed for selectivity operation — all at an 

incredibly low cost. This is the stencil that can be typed on any ordinary typewriter, 


no expensive special equipment necessary. 


That’s why businesses big and businesses little all over the country 
use the Elliott Addressing System, designed to suit mailing lists 
from hundreds to millions, to address mailing pieces 


from small size cards to mammoth broadsides. 


ELLIOUVT 


35,000,000 Americans moved last year. The Elliott Addressing 
System easily keeps pace with your ever-changing mailing lists. 


SOSOSSSSSSSSSSSSSSSSSSNSCSSOSESOBEOEG 


Elliott Addressing Machine Company 
143 Albany St., Dept. RDM-100, Cambridge, Mass. 








Please send me information about the cost-saving 
Elliott Addressing System suited to my size mailing list, 
which is 


Name & Title 





Company 








LIGHTWEIGHT —- a whole TYPEWRITEABLE — anyone MAXIMUM SELECTIVITY: 
trayload of 125 stencils whocanrunatypewriter Elliott can automatically 


weighs only 8 ounces. can make stencils. imprint specially chosen 
names for any special 


job. Hundreds of selective 


addressings possible. TTT TrreeeeeeeeteeLeeLeLLLEL LLL 


Type of Business 





Street & No. 





. 


City Zone State 
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Here's an important 
point for direct -mail 


advertisers. 
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A BROAD CLEAR BACK, COMPLETELY 
UNINTERRUPTED BY SEAMS, EASILY 
ADAPTED FOR A COMPLETE AD- 
VERTISING MESSAGE CONCERNING 
YOUR COMPANY OR PRODUCT. 


* 


OUR ART STAFF iS AT YOUR SERVICE WITH AN UNLIMITED 
SUPPLY OF SPARKLING IDEAS ~ATNO COST TO YOU 











upples 


envelope co., inc. 


360 Furman Street + Brooklyn 1, New York 


TRiangle 5-6285 


OTHER OFFICES: 
BOSTON * WASHINGTON * PHILADELPHIA 


izer, filing-in-the-round comes in many 
models. Filing clerks can sit rather than 
walk back and forth, stooping, stretching, 
pulling drawers and so forth. New proc- 
ess, description of models, tests on 
efficiency and savings are described in 
well-illustrated, 32-page booklet now 
available from the Wassell Organization, 
Inc.. 225 State Street West, Westport, 


Conn 
— 


eee 

DATED MAIL: We liked an idea 
used in self-mailer broadside to retail 
stores sent by Dietary Controls, Inc. (95 
Palisade Ave., Englewood, N. J.) It 
offered a 30-day exclusive on a coopera 
tive promotion for Regucal. A _ dated 
postage meter strip was attached to upper 


THIS 1S DATED MAIL 


IF THE ADDRESSEE 
IS ON VACATION... 
PLEASE GIVE T0 

APPROPRIATE EXEC- 
UTIVE IMMEDIATELY 


right of piece which was sealed with a 
Parents’ Magazine approval gold label 
Stamped above address in red _ letters, 
“First Class Mail.” The following notice 
was prominently printed in bold reverse 
type block at bottom left: “This is dated 
mail. If the addressee is on vacatior 

please give to appropriate executive 


immediately.” 


— 
eee 
SOFT SELL OPENING: We liked 
lead-off sentence used in a filled-in form 
letter from Lloyd W. Cardone, Inc 
(creative printers), 287 Post Avenue, 
Westbury, N. Y. It reads: “If you have 
a good printing service, throw this away 
If not, we offer some valid reasons for 
investigating ours.” Then followed five 
numbered indented paragraphs detailing 
“valid reasons” for investigation. Last 
paragraph was used to announce move to 
new and larger quarters. Well done 
— 
eed 
MORE CONFUSION: Remember last 
year when the House of Representatives 
passed a bill giving the Postmaster Gen- 
eral power to stop incoming mail for a 
period of 45 days to any person sus- 
pected of fraudulent or obscene activi 
ties? This stirred up a storm of criticism. 
Gave the PMG too much authority and 
might put innocent people out of busi- 
ness. Haven't received all details, but 
understand bill was finally amended and 
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Auto-typist hits letter typing right on the button 


Push-button automatic typing is bringing automa- 
tion to the handling of office correspondence. Now 
typists push buttons instead of keys, and Auto-typist 
machines take over and do the typing. They do it in 
marvelous fashion, too—turning out letters at 2% 
times the speed of the fastest typist — neat, erasure- 
free, error-free letters that are as personal as your 
signature. 

Well over half of general office correspondence is 
routine—or can be standardized. Sales letters, order 
acknowledgements, answers to inquiries, and col- 
lection letters are only a part of the correspondence 
that can be handled faster, easier, and more econom- 
ically by Auto-typist. One typist can turn out 100-125 
letters each day with an Auto-typist—3 to 4 times 
normal manual typing output. 

How Auto-typist works—Precom- 
posed letters and paragraphs are 


series of paragraphs which can be combined to make 
up dozens of letters. 

Salutations are manually typed. Then, by pushing 
the button or buttons that correspond to the let- 
ter or paragraphs desired, Auto-typist automatically 
picks out the letter wanted, or assembles the para- 
graphs in the order desired, and types each word as 
if it had been done by hand. Manual insertions of 
personal or variable data can be made in any part of 
the letter. 

Present users include banks, manufacturers, in- 
surance companies, hotels, publishers, retailers, fund 
raisers. Applications range from general correspond- 
ence typing to specialized uses such as new account 
promotional letters. The complete story is yours for 
the asking. Just write us on your letterhead. 





perforated on a wide paper roll. This 
perforated roll operates the typewriter 


keys. As much as 250 lines of copy can 60 
be stored on one roll. Twenty to thirty Best 


complete letters can be prepared, or a 





P. Auito-typist 


Business 
Letters 


+ 


AMERICAN AUTOMATIC TYPEWRITER CO. 
2323 N. Pulaski Road, Chicago 39, Illinois 
Gentlemen: 

Please send me full information about Auto-typist and 
free booklet ‘60 Best Business Letters.” 
Name & Title 

Company 


Address 


Se 


Zone State 
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WHO ARE PREFERRED PROSPECTS 
FOR PERSUASION BY MAIL 
PROMOTIONS 


Canadians are Preferred Prospects 
for American goods and services, 
Twentieth Century American Jews 
for non-Sectarian Philanthropies, 
College Teaching Personnel for 
Cultural Books of all kinds, Middle 
Income Executives for Business 
Publications and Services, Physical 
and Social Scientists for activities 
of the Seven Arts 


MAILING LISTS ARE PEOPLE 


Their names are worthless unless 
one can figure out in advance who 
they are, what they do, where they 
live, what they like to buy. The Re- 
search and Development Staff of 
Walter Drey has the Know How and 
Know Why to do this and offer 
AOTU (Available Only Through Us) 
compilations to bring profitable re- 
turns from all types of mailings 


WRITE TO US AS LIST 
CONSULTANTS 


Our Brokerage Department can 
locate and obtain any mailing 
list available 


Our Compilation Department 
can build a list to meet particu 
lar specifications and needs. 


Our Research Department can 
advise on all lists for “Persua- 
sion by Mail’ campaigns. 


For information and prices, 
state your list problem as fully 
as possible 


In replying, we will include with 
our compliments our special re- 
ports entitled “All Americans Are 
Joiners”, “Serendipity and List De- 
velopment”, “American Highbrows 
and Middiebrows”’. 


Write D. M. Drey for compiete in- 
formation, without obligation, on 
your business letterhead. 


WALTER DREY, INC. 


Mailing List Consultants 
257 Park Ave. South 
New York 10, N. Y. 
333 N. Michigan Ave. 
Chicago 1, IIlinois 








became Public Law 86-673, amending 
the Act of July 27, 1956 covering deten- 
tion of mail for temporary periods. New 
law gives PMG power to apply to a 
federal court for a preliminary injunc- 
tion, which would enjoin the receipt of 
mail by a company pending a final de- 
cision in fraud or obscenity proceedings. 
Without further study or court ruling, 
we cannot see how situation has been 
greatly changed. PMG always had the 
right (after hearings) to issue a fraud 
order and cut off mail. Action had to be 
defended in federal court. Only thing 
changed is that Post Office Department 
can go to court first for injunction. But 
it remains to be seen how far courts will 
go in holding that alleged false adver 
tising or obscenity shows cause for a 
mail-stopping injunction without first 
ruling on the question of whether there 
has been an actual violation of the law 


Will keep our eyes on developments 


_— 
eee 

CROOKS BEWARE! During fiscal 
year 1960 (ending June 30) postal in 
spectors made 9,113 arrests for postal 
violations as compared with 8,859 during 
previous year. 389 arrests were for vio- 
lation of regulations against obscenity 


> 


a 2342 percent increase over last year 


> 


investigations of fraudulent home- 
work schemes were started and 153 
completed. 114 operations were discon 
tinued, and six operators were convicted 


of mail fraud 


eee 

THE ADVERTISING COUNCIHI 
(1200 18th St N.W Washington 6, 
D.C.) has produced an interesting 24 
page booklet dedicated to America’s 
advertising agencies. Without hysterics, 
the booklet attempts to counteract some 
of the slurs cast on the “slick advertising 
man.” The premise: “The man from 
Madison Avenue may have his fauits 
But he turns out to be an astonishingly 
decent fellow and a better citizen of his 
country than most of the brickbat 
throwers The booklet illustrates and 
describes many of the public service 
campaigns planned and produced by vol 
unteers in the agency field all well 
known campaigns, such as Fire Preven 
tion, Better Schools, Health Programs, 
Safety, Get Out The Vote. Bond Sales. 
Charity Drives, etc. For all these things 
advertising should be applauded 


e@ee 

4 GOOD EYE-CATCHER: Super 
Service Motor Freight Co.. Nashville 
Tenn. has a plastic “hour glass” shining 
through die-cut on front of french-fold 
circular. When tilted, red grains pour 
through in less than a second. Cover 
title: “A moment has just passed before 


your eyes it is now gone, lost for- 


ever!” Copy theme, of course, stresses 
importance of avoiding lost time through 
using Super Service 
—n 
eee 
ANOTHER EYE-CATCHER 
used by Rapid Grip and Batten Ltd. (art 
and engraving specialists) of Toronto, 
Montreal, Ottawa and Winnipeg, Canada 
Colorful, die-cut cover of folder shows 
artist on ladder using saw to cut pieces 
of backdrop scenery; helpers holding 
frames ready for pieces. Showing through 
a die-cut frame at top is wording: “Mas 
terpieces by the (square) inch.” Copy 
inside emphasizes the importance of buy 
ing photoengravings from skilled crafts 
men. Good presentation 
pam 
eee 
GOOD FORMAT USED in a recent 
subscription mailing from Saturday 
Evening Post. Parts of five full-color 
Post covers covered back of carrying 
envelope. Inside no visible letter 
just a folded printed circular with six 
reproductions of Post covers visible, a 
subscription card, a return envelope, plus 
a slip with explanation of duplications 
But circular when opened turns out to 
be letter printed crosswise in_ three 
columns on the 774 x 994” coated sheet 
with six full-color miniature covers run 
ning above and six below the letter. An 
eye-catching and exciting job. Only thing 
we don't like is the phony “exclusive 
code number on the subscription order 
_— 
eee 
THE FAKE CODE NUMBERS on 
subscription appeals are getting to be a 
bore. Imagine what happens in a house 
hold or a close-knit community where 
various people get same mailing with 
same identical “exclusive” code number 
imprinted on their order blank This 
happened recently on a very large sub 
scription mailing from a very large pub 
lication Another mailing (not subscrip 
tion) went so far as to have the “preferred 
customer” code number notarized. The 
notary public’s statement revealed that 
the signer of the letter “personally ap 
peared before me and declared that he 
would be personally responsible that the 
guarantee as stated on Reservation Card 
Number 8265 would be honored.” The 
entire signed and seal-stamped notary 
Statement was printed at bottom of sec 
ond page of letter. It didn't take a 
Sherlock Holmes to deduct that the code 
number on reservation card in second 
color was printed at same time as second 
color on stub. All must have been the 
same. Perhaps this tricky device fools 
some awfully stupid people. It isn’t ex- 
actly illegal or harmfully deceptive 
but it smacks too much of the sharp 
promoters described in Frank Gibney’s 
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International Paper Cut Sizes 


Fe -4 


i 
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Opens zip-quick! 


New Springhill, Bond, like most International Paper business papers, 


comes to you in a handy junior carton with pull-tape opener. 


\ yew Springhill Bond is ream-wrapped 
N and pac kaged 814”x 11” and 842"x 1A” 
in a junior carton that opens zip-quick. 
Most International Paper business and 
printing papers are now available in 
handy, pull-tape junior cartons. They are 
ideal for small offset duplicating presses. 
These business and printing papers look 
and feel like premium-grade papers, yet 
are priced for volume work. They handle 


well on the press, give excellent printing 


® 


results, ream after ream. 


Ask your paper merchant to show you 
samples of International Paper's complete 
line of business and printing papers. 
BUSINESS PAPERS + New watermarked 
International Bond, Mimeograph and 
Duplicator + Springhill Bond, Mimeograph 
and Duplicator. 

PRINTING PAPERS + Springhill Offset + 
Ticonderoga Offset + Ticonderoga Text * 
International Ti-Opake. 


All are available in handy pull-tape junior cartons 


INTERNATIONAL PAPER 


FINE PAPER DIVISION e NEW YORK 17, N.Y 





THE 
FABLE 
OF 

THE 

FAR 
SIGHTED 
MAILER 


A certain jolly mailer was having 
lots of fun all summer long, counting 
his spring profits, and not a bit 
concerned about the fall and 
winter months ahead. ‘There's 
money in the till,’ he said, ‘so who 
wants to work hard during these 
hot months? I'll rest on my laurels, 
and wait until it cools off a bit.’ So 
he took his time about things and, 
mailer who said to himself, ‘Sure, 

| want to enjoy myself golfing, 
boating and fishing this summer, 
but | still have to look ahead and 
figure out some way to pay for my 
fun."" So what did he do? He 

big profits during the fall and winter. 
How about you? Are you planning 
ahead? You'll be surprised at the 
variety and coverage of the NEW 
R-L MAILING LISTS. There's plenty 
of action in them and you, too, can 
start booking solid business for the 
fall, right now! We'll be glad to 
send you complete details . just 
drop us a line or give us a call. 


No obligation, naturally. 


DIRECTED MAILING LISTS FoR 


a] DIRECT MAIL 


ADVERTISERS 
RAYMOND -LOEW 
ASSOCIATES, Inc. 


52 BROADWAY - 
NEW YORK 4, NEW YORK 


WH 4-4487 


book, The Operators (see page 90, this 
issue). Direct mail would be a lot more 
respected if we all forgot about these 
tricky stunts which are supposed to in- 
crease returns from the suckers, but 
which give the whole medium a black 
eye 
— 
eee 

BE CAREFUL! We.-recently saw a 
hand-addressed envelope sent to employ- 
ees’ homes. On the back flap was a red- 
colored impression of female lips. Inside 
was a simulated handwritten message 
which in first paragraph apologized for 
the lipstick as “You and I both know 
that I'm no lady. Besides, people shouldn't 
jump to conclusions.” Rest of two-page 
letter talked about importance of safety 
at the plant. Well it may be clever 

but what about the wife wondering 
all day about the lipstick, or who 
couldn’t resist the temptation to open 
and then was disgusted at the subter- 
fuge? Being too smart will sometimes 


kick back 


— 
eee 

ANOTHER PHASE OF DIRECT 
MAIL we could well do without is 
the “product testing appeals.” If you will 
agree to be a testing judge on a set of 
silverware, you will be able to buy the 
whole kit and kerboodle for a ridiculous 
low price. Oh, yeah! Or if you pay a 
small fee to become a product tester 
you will be given the chance to show 
your preference for various products 
offered by buying them at equally ridicu- 
lous low prices. The percentage of orders 
in the test allegedly helps the manufac- 
turers to decide which items are most 
popular. The offer is made to a “care- 
fully selected number of consumers.” A 
lot of malarky. Heard of a recent case 
where the same offer was addressed to 
four individuals in one office (three were 
no longer employed there). Sharp prac 
tices like these help feed the flames 
ignited by direct mail detractors 

— 


eee 

WANT TO STIR UP AN ARGU- 
MENT at the DMAA convention or at 
your local direct mail club? An anony 
mous correspondent signed “A Mail 
Order House” (typewriting on a Miami 
hotel letterhead, but mailed in a blank 
envelope postmarked Chattanooga, Tenn.) 
suggests that we ought to ask list brokers 
and those who offer their lists for rental 
why they have upped their prices from 
$15 per thousand of last year to $20 for 
1960. One publisher is even offering his 
1952 expirations for $18 per thousand 
Says Mr “Let's be 
consistent and honest and hold the rentals 


Anonymous 


at $15 per M as we promised rather than 
jump to $20 and then shout at the P.O.’s 


request for an increase.” Room for ar- 
gument there. During The Reporter's 
survey to determine the impact of in- 
creased rates and how to counteract, 
many people suggested lowering rental 
rates — 
eee 
THE 1960-1961 EDITION of the 
Directory of Periodicals, listing 6,022 
consumer magazines, business papers and 
periodicals of the labor, farm, medical 
and religious press, may be purchased by 
non-subscribers to the clipping service of 
the American Trade Press Clipping Bu- 
reau, 15 E. 26th St., New York 10, N. ¥ 
for the first time. Previous editions were 
distributed only to clients of the ATP 
The 6,022 titles are classified and in- 
dexed in 106 subject categories The 
842 x 11”, 260-page, hard cover, plastic- 
bound directory is priced at $12 per 
copy ome 
eee 
NO WONDER advertising people are 
sometimes considered as slightly nuts. Did 
you ever read over a list of special event 
days, weeks, months or periods? The 
special events are dreamed up by pro- 
motion men hoping to increase sales for, 
or at least impress, their clients. There 
are now more “weeks” and “months” 
than there are weeks and months in the 
interval between now and the year 2000 
Ihe press releases sent out by the public 
relations outfits handling the promotions 
ire usually good for a laugh. How can 
the sponsors be so serious about such 
silly things? Latest laugh concerned such 
world-shattering celebrations as National 
Indigestion Week, National Pickle Week, 
Break-a-Cold Month and Kraut and 
Frankfurter Week. The Department of 
Commerce sometimes publishes a list of 
such celebrations but doubt if they 
can keep up with all the silly newcomers 
— 
eed 
“THESE ARE THE BEST” is the title 
of a two-volume (84 pages each) set of 
reports issued by the Association of In 
dustrial Advertisers (271 Madison Ave 
New York 16, N. Y.). Price is $5 for the 
set. In it, eighty industrial advertising 
managers have submitted (for study pur 
poses not a contest) what they 
consider their best all-time trade space 
advertisement. The advertisement is re- 
produced on right-hand page. Backing it 
up is a standard six-point data sheet 
giving authorship, objectives, market cov 
erage and reasons for thinking it “the 
best.” A fine idea and worth studying 
for techniques, copy, layout, etc. Wish 
we had something like it in direct mail 
But showing the best of direct mail ts 
more complicated than a single page 
space ad. Only things close are the Ad- 
ventures in Selling reports issued by The 
Reporter and the DMAA. e 
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SIGHTED 
MAILER 


A certain jolly mailer was having 
lots of fun all summer long, counting 
his spring profits, and not a bit 
concerned about the fall and 

winter months ahead. ‘There's 
money in the till,” he said, ‘so who 
wants to work hard during these 
hot months? I'll rest on my laurels, 
and wait until it cools off a bit.’’ So 
he took his time about things and, 
mailer who said to himself, ‘Sure, 

| want to enjoy myself golfing, 
boating and fishing this summer, 
but | still have to look ahead and 
figure out some way to pay for my 
fun." So what did he do? He 

big profits during the fall and winter. 


How about you? Are you planning 
ahead? You'll be surprised at the 
variety and coverage of the NEW 
R-L MAILING LISTS. There's plenty 
of action in them and you, too, can 
start booking solid business for the 
fall, right now! We'll be glad to 
send you complete details . just 
drop us a line or give us a call. 


No obligation, naturally. 


DIRECTED MAILING LISTS FOR 


>See DIRECT MAIL 


ADVERTISERS 
RAYMOND -LOEW 
ASSOCIATES, Inc. 


52 BROADWAY - 
NEW YORK 4, NEW YORK 


WH 4-4487 


book, The Operators (see page 90, this 
issue). Direct mail would be a lot more 
respected if we all forgot about these 
tricky stunts which are supposed to in- 
crease returns from the suckers, but 
which give the whole medium a black 
eye 
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BE CAREFUL! We recently saw a 
hand-addressed envelope sent to employ- 
ees’ homes. On the back flap was a red 
colored impression of female lips. Inside 
was a simulated handwritten message 
which in first paragraph apologized for 
the lipstick as “You and I both know 
that I'm no lady. Besides, people shouldn't 
jump to conclusions.” Rest of two-page 
letter talked about importance of safety 
at the plant. Wel it may be clevet 

but what about the wife wondering 
all day about the lipstick, or who 
couldn't resist the temptation to open 
and then was disgusted at the subter 
fuge? Being too smart will sometimes 


kick back 


— 
eee 

ANOTHER PHASE OF DIRECT 
MAIL we could well do without is 
the “product testing appeals.” If you will 
agree to be a testing judge on a set of 
silverware, you will be able to buy the 
whole kit and kerboodle for a ridiculous 
low price. Oh, yeah! Or if you pay a 
small fee to become a product tester 
you will be given the chance to show 
your preference for various products 
offered by buying them at equally ridicu 
lous low prices. The percentage of orders 
in the test allegedly helps the manufac- 
turers to decide which items are most 
popular. The offer is made to a “care- 
fully selected number of consumers.” A 
lot of malarky. Heard of a recent case 
where the same offer was addressed to 
four individuals in one office (three were 
no longer employed there). Sharp prac 
tices like these help feed the flames 
ignited by direct mail detractors 
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you ever read over a list of special event 
days, weeks, months or periods? The 
special events are dreamed up by pro 
motion men hoping to increase sales for, 
or at least impress, their clients. There 
are now more “weeks” and “months” 
than there are weeks and months in the 
interval between now and the year 2000 
The press releases sent out by the public 
relations outfits handling the promotions 
are usually good for a laugh. How can 
the sponsors be so serious about such 
silly things? Latest laugh concerned such 
world-shattering celebrations as National 
Indigestion Week, National Pickle Week, 
Break-a-Cold Month and Kraut and 
Frankfurter Week. The Department of 
Commerce sometimes publishes a list of 
such celebrations but doubt if they 
can keep up with all the silly newcomers 
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“THESE ARE THE BEST” is the ttle 
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dustrial Advertisers (271 Madison Ave 
New York 16, N. Y.). Price is $5 for the 
set. In it, eighty industrial advertising 
managers have submitted (for study pur 
poses not a contest) what they 
consider their best all-time trade space 
advertisement. The advertisement is re 
produced on right-hand page. Backing it 
up is a standard six-point data sheet 
giving authorship, objectives, market cov 
erage and reasons for thinking it “the 
best.” A fine idea and worth studying 
for techniques, copy, layout, etc. Wish 
we had something like it in direct mail 
But showing the best of direct mail ts 
more complicated than a single page 
space ad. Only things close are the Ad 
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TONS AND TONS OF SOLAR! 


Yes, thousands of tons of Solar were 
used last year... for just about 
every kind of printing job. 

Like I told Jerome, it must be because 
Solar has built-in runability... 
and opacity ... and stability ... that 
makes it print right. And Solar’s 
priced right .. . it’s the best sheet at 


a moderate cost. 


These leading merchants stock Solar Offset 
in popular sizes and weights 
INDIANAPOLIS, INDIANA 

Indiana Paper Company 

BUFFALO, NEW YORK KALAMAZOO, MICHIGAN 

Franklin-Cowan Paper Company Bermingham & Prosser Paper 
Company 


Hubbs & Howe Paper Company 
CHICAGO, ILLINOIS KANSAS CITY, MISSOURI 
Tobey Fine Papers, Inc. 


ATLANTA, GEORGIA 
Whitaker Paper Company 


Atwood Paper Company 
Hobart Paper Company Wertgame Paper Company 
Midland Paper Company . 

: ” . snap LANSING, MICHIGAN 
Reliable Paper Company Weissinger Paper Company 
CLEVELAND, OHIO 
> in aa : LOUISVILLE, KENTUCKY 
Petrequin Paper Company Rowland Paper Company 
COLUMBUS, OHIO 

> me . , MILWAUKEE, WISCONSIN 
Central Ohio Paper Company Nackie Paper Company 
DALLAS, TEXAS Standard Paper Company 
Southwestern Paper Company MINNEAPOLIS, MINNESOTA 
DENVER, COLORADO Butler Paper Company 
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Dison Paper Company NEW ORLEANS, LOUISIANA 
DETROIT, MICHIGAN Butler Paper Company 

oe : : 
Union Paper and Twine Company — , -rergRURGH, PENNSYLVANIA 
DAYTON, OHIO Central Ohio Paper Company 
Raa Pager Snenpany TULSA, OKLAHOMA 
GRAND RAPIDS, MICHIGAN Tulsa Paper Company 

, > ~ i . 
Carpenter Paper Company ST. LOUIS, MISSOURI 
HOUSTON, TEXAS Butler Paper Company 
Houston Paper Company Tobey Fine Papers, Inc. 
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COATED PAPERS 
Cellugloss Offset Enamel 
Celluprint Enamel 
Cellufold Offset Enamel 
Comet Colored Enamel 
Excelprint Enamel 
Excelgloss Offset Enamel 
Imperial Enamel 
Imperial Offset Enamel 
Velour Enamel 
Velour Offset Enamel 
Cellufold Litho C1S 
Cellugioas Litho C1S 
Excelith C1S 
Imperial Litho C1S 
Monarch Litho C1S 
UNCOATED OFFSET PAPERS 
Custom Offset 
Lithobulk Offset 
Solar Offset 
Granada Antique 
Forester Offset 
Britehue Tints 
UNCOATED LETTERPRESS 
PAPERS 
Typobulk Eggshell 
Climax EF & Eggshell 
Solar EF & Eggshell 
Forester EF & Eggshell 
Britehue Tints 
BUSINESS PAPERS 
Northbrook Bond 
Northbrook Duplicator 
Northbrook Mimeo 
Northbrook Ledger 
LIGHTWEIGHT PAPERS 
Imperial Bible 
British Opaque 
COLORCRAFT PAPERS 
Impulse Bond 
Influence Bond 
Impulse Offset 
Infiuence Offset 
Impulse Card & Cover 
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HOW TO CLEAN 
A MAILING LIST 


by Jerome B. Osherow, Advertisers Addressing System 


REPORTER’S NOTE: 
Jerry Osherow has come up in the world. 13 years ago he started in a 900 square foot basement— 
today, his firm, Advertisers Addressing System, occupies a six-floor building at 703 N. 16th St., St. 
Lovis 3, Mo. He’s 37 years old, attended St. Lovis University, and served in the U. S. Air Force. He's 
married, with two sons, and when he has some time off from his business, he tinkers with his Hi-Fi set. 


| NATELY for all of us in busi- 
ness, there are such things as 
customers. These are human beings 
who at some time or another in the 
past, made the decision to buy from 
us. They were reasonably satisfied 
with what they got and began to de- 
velop a reliance on us as a source 
of supply. They placed an_ order, 
were put on the books, received the 
product and used it to satisfaction 
they were billed and they paid 
for what they got . a habit pat- 
tern was established. As this pattern 
is re-traced, the habits became more 
fixed and a profitable customer-sup- 
plier relationship begins to exist. 
Almost every firm puts their cus- 
tomers on some type of addressing 
plate so that mailings to customers 
can be handled automatically. They 
either do the work themselves or with 
greater wisdom perhaps transfer the 
work to a professional lettershop if 
such a firm exists in their area. Then, 
as time goes on, the number of cus- 
tomer plates usually becomes larger 
and larger. The only catch is this 
the real customers in the so-called 


“customer” list became a_ steadily 


dwindling percentage. And conversely 
the percentage of waste creeps ever 


upward. 

This situation exists in almost 
every customer list. The mailing de- 
partment keeps the plates up-to-date 
from the standpoint of being deliver- 
able by the post office but they do 
not maintain the internal quality of 
the list for maximum effectiveness. 

The result of intelligent list prun- 
ing can be tremendous. Recently we 


OCTOBER, 1960 


had occasion to completely revamp 
the customer list of a large retail 
furniture store here in St. Louis. The 
number of names on the list totaled 
140,000 but the quality of the list 
had deteriorated to the point where 
mailing results were only marginal. 
It took four months of effort and a 
clerical bill of approximately $14,- 
000.00 to bring this list into shape. 
When finished, the list had shrunk 
to 70,000 names and the mailings 
to this reduced list were just as ef- 
fective as the mailings to the larger 
one. Savings —- 70,000 pieces of mail 
at an average cost of $60.00 per M 
or $4,200.00 saved every mailing 
plus tremendous savings in mailing 
list maintenance costs, storage space, 


etc. 


List Cut to 70,000 


But the sales results were far more 
important. With the list cut to 70,000, 
management was able to mail month- 
ly and this monthly promotion has 
proved to be quite resultful. While 
most credit furniture stores have been 
registering sales declines, this firm 
has made small but steady increases. 

The biggest problem in cutting the 
size of a mailing list down is to 
determine how names should be elim- 
inated. Fortunately, the mail order 
industry long ago pioneered the Re- 
cency/Frequency/Monetary Ratio to 
do this job for us. The large mail 
order companies—Sears Roebuck, for 
example — faced a yearly problem of 
determining who should get their 
catalog, Since Sears mail approxi- 


mately 744 million catalogs (at 5 
lbs. apiece) but has a customer list 
of approximately 15 million, only 
half of the customer list can receive 
the catalog. They knew statistically 
that mailing 15 million catalogs 
would result in a dead loss and so 
necessity developed a procedure to 
select from the cusotmer list of 15 
million the 74% million people who 
would be most likeiy to make profit- 
able purchases during the next cata- 
log year. 

That basically is what the Recency 
Frequency/Monetary Ratio — RFMR 
for short is for—to determine the 
probability of profitable future busi- 
ness from various categories of cus- 
tomers. 

Let’s put this into concrete form so 
that it can be easily understood. In 
the case of a mens clothing store, for 
example; the more often Sam Jones 
walks in (or phones) for neckties, 
shirts, suits, etc., the better customer 
he’s likely to be—this is FREQUENCY. 

If Sam Jones came in yesterday 
to buy a new hat, and walked out 
satisfied . . . chances are everything 
is all right between him and the re- 
tailer. The customer-supplier bond is 
strong. The last purchase established 
his RECENCY. 

Sam isn’t like Tom Brown who 
works in an office across the street. 
Tom dashes in about six times a year 
to pick up a couple pair of socks or 
some handkerchiefs each time. Dol- 
lar-wise Tom spends about $25.00 a 
year. Sam, who buys his suits, hats, 
shirts and many other items, spends 

(Continued) 
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over $500.00 annually with this re- 
tailer. This is the MONETARY factor. 

If the number of customers is lim- 
ited and the establishment is small, 
the proprietor will know most of his 
better customers. He will probably 
have a “sensing” of the RECENCY/ FRE- 
QUENCY/MONETARY RATIO . . . and 
will use it intuitively to evaluate his 
customers. However, as the size of 
the business grows, the need for con- 
verting this sensing into a clerical 
system increases. The RFMR can be 
used to shift this customer evalua- 
tion into simple clerical procedures 
that will segregate customers by their 
sales potential. 

Now let’s take the case of a paint 
manufacturer and see how the RFMR 
can be of assistance in cutting direct 
mail costs and increasing sales re- 
sults. 


of Deadwood 


\ small paint manufacturer has 
built up his “customer” list to 16,000 
names over the years. The list was 
encumbered with names of firms who 
had bought a few gallons five years 
ago and had never purchased since 
Prospects, inactive accounts, good 
accounts and prime accounts were all 
listed together. 

The paint company’s sales manager 
had made sporadic attempts to clean 
up that list. But customer rating 
standards had never been devised. 
None of the office help could have 
been entrusted to understand which 
names needed to be removed and 
which were to remain. Decisions were 
left to the overworked sales manager 
who was in town only part of the 
time, 

There was a column in the sales- 
men’s daily report form which asked 
whether the account should be re- 
moved from the mailing list, left on: 
or for new prospects, added to the 
list. There were practically no de- 
letions, almost always additions. 

Whenever there was any doubt ex- 
pressed about leaving a name on the 
list or dropping it, the optomisti« 
invariably insisted upon 
leaving it on — “After all, it only 
costs a few cents to send a mailing 
piece to this fellow . . . and who 
knows? Something might come out 
of it!” 

Several salesmen beefed up thei: 


salesman 


“share of the list” by submitting re- 
mote The salesmanager 


acknowledged he was inclined to go 


prospects. 


along with these practices because he 
was psychologically in favor of a big 
list. Although it was recognized that 
the list was unrealistic, even top 
management was soothed when they 
heard reports such as “We've added 
a thousand names to our customer 
list.” 

Over the years, these pressures re- 
sulted in a hodge-podge of thousands 
of names and addresses scattered 


among them were those accounts 
that actually were the life blood of 
the business. 

Mail promotions that were tried 
had to carry a 65°¢ burden of waste. 
Not enough contact was being main- 
tained with the really good custom- 
ers whose orders kept the plant run- 
ning. Our analysis showed the mail- 
ing effort was far too broad, There 
was no penetration in depth the 
“staying in 


paint company wasnt 


there” with its customers. They 
werent making enough mail call- 


backs to pi k 


Their reply cards weren't on the spot 


up seasonal orders 


often enough to get those timely or- 
ders (when the prospect is out of 
stock and eager for 
livery from almost anyone). 


immediate de- 


Limiting and Dividing the Lists 


There’s no law that says all names 
on all lists should get all mailing 
pieces. Yet many firms. in actual 
practice, behave as though there was. 

We analyzed the first 1.000 ac- 
counts on the mailing list in detail. 
divided them into categories by fre- 
quency of purchase, by date of last 
purchase, and by total sales volume. 
After discussion with management we 
set up a point system for “recency” 
based upon the common 5-3-2-1 ratio. 
This means that a customer who pur- 
chased within the year would get 5 
points for recency. If his last pur- 
chase was 2 years ago he would get 
3} points, then 2 points, | point, and 
0 if he hadn't made a purchase in 
more than 4 vears. 
handled 
and a point was awarded for each 
$100.00 of sales to establish the 


monetary value. The point value for 


Frequency was similarly 


each customer was calculated and 
based upon the analysis of the first 
thousand customers, all customers 
with less than 18 points were elim- 
inated from the list. Customers rang- 
ing in value from 19-50 points were 
set up as a “regular” customer list 
and customers with point values of 
above 50 were segregated into a 
“prime” list. The total count shank 
to 6.200 names. 

This enabled much more frequent 
mailings, much higher quality litera- 
ture with stronger attention-getting 
appeal. Sales results: a substantial 
increase and yet total direct mail 
expenses were reduced. 

In limiting your mailing list you 
may also want to reduce your pros- 
pect lists. These, which shouid con- 
tain the names of reasonably poten- 
tial buyers, generally contain a 
healthy part of wishful thinking. The 
salesmanager of a heavy equipment 
firm decided to clean up his prospect 
list. He announced he was going to 
throw out all previous prospect rec- 
ords. He told his salesmen he wanted 
new pink prospect cards on the one 
out of five suspects who were really 


prime prospec ts. 


Two Classes of Names 


As the pink cards came in the cor- 
responding old cards were removed 
from the previous prospect file. The 
new prospects went into a Class ‘A” 
file which was up-to-date. The names 
in the older file were dubbed Class 
a prospects, After some prodding 
and aggravating insistence on his 
part, he began to get returns from 
his salesmen it turned out that the 
best one out of five prospects he 
asked for totaled about 50°7 of the 
older group. He got the best one 
out of two names and his prospect 
list was immeasurably better. He in- 
cluded these prospects in his cus- 
tomer mailings and since he had re- 
duced the number by 50° he was 
able to go into a promotion that 
was not feasible before. 

Applying the RFMR is a lot of 
work it takes supervision 
and experience. But there are few 
things that you can do to make your 
direct mail results more profitable 
than applying the RFMR intelligently 
to your particular business. It is in- 
finitely better than the “meat axe” 
method of reducing a list by “junk 

(Continued on Page 118 
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Inexpensive, yes... but, frankly, smoke signals are not so hot as a solution for getting the most out of 
sales promotion dollars. If economy’s a necessity, and quality a must, consider the frugality with a 


flair imparted by WAYLITE lightweight printing papers. 
LIKE VALUE? WAYLITE lightweight printing papers are thin and strong. You get more paper for your dollar. 
LIKE QUALITY? WAYLITE is a truly white paper. Halftone reproductions are rich. Type is crisp. Every 
inch is luxurious to the touch. And WAYLITE is as opaque as papers twice its weight. 
LIKE POSTAGE SAVINGS? Mailing pieces printed on WAYLITE lightweight printing paper can save you 


hundreds, perhaps thousands of dollars in mailing costs. 
WAYLITE lightweight printing papers stand alone in lightness, whiteness and strength. Heads-up execu- 


tives are getting the facts on WAYLITE. Are you? For samples and a handy, enlightening cost-comparison 
chart, write: Olin Mathieson, Ecusta Paper Products, Pisgah Forest, North Carolina. 


Waylit © LIGHTWEIGHT PAPER 


Saves 
Weight 
Postage 


Lightweight 
Yet 
OLIN MATHIESON Opaque 


Packaging Division - Ecusta Paper Products 





UNIVERSITY OF MICHIGAN e| 


ie ERSITY presses have tradition- 
ally published such books as 
Puffballs and their Allies (a mono- 
graph in the field of mycology). The 


Works and Days, Theogony, The 
Shield of Heralles, The Intellectual 
Milieu of John Dryden, and Complete 
Prose Works of Matthew Arnold. 
There is a great need for these books, 
and copies of these and other books are 
eagerly read by students, and intel- 
lectual “post grads” in the business 
world. However, you can hardly de- 
scribe any of these titles as potential 
best sellers, since interest in this type 
of book is limited to a relatively 
small segment of our population. 
The above titles have all been pub- 
lished by the University of Michigan 
Press at Ann Arbor, Michigan, and 
the titles and subject matter are not 
unlike books published by other uni- 
versity presses. Happily for the Uni- 
versity, more and more of these books 
will be printed in the future, thanks 
to a program of sales and promotion 
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that has turned one portion of their 
publishing venture into a money 
making proposition. That portion is 
Michigan’s ambitious sixteen-volume 
set “The History of The Modern 
World.” Thanks to an imaginative 
and aggressive direct mail program, 
this series is grossing sufficient in- 
come to permit publication of many 
books that might not otherwise see 
print. 


A Four Year Program 


The sixteen volume set was 
launched late in 1958, and it is ex- 
pected that the final volume in the set 
will be published in 1962. As of this 
October, nine volumes have been 
published. Originally the program 
had called for fifteen volumes, but 
Michigan decided to make 
original one 


recently 
two volumes of the 
volume history of Great Britain. 
The direct mail sales of the set are 
being handled by Direct Mail Mar- 


How a non - profit 
university press sold 
over $1,000,000 in 
books in one year. 


letters are an integral part of 
every mailing made for the Uni- 
versity of Michigan. Different 
copy and art treatments are con- 
stantly being tested. Photo left 


illustrates some examples 


kets Company, 515 Madison Avenue, 
New York. Ted Anderson, president 
of DMM, is well known in the trade 
as a man who can sell books by mail. 
Worked for Ziff-Davis, Grosset & 
Dunlap, and last year confounded the 
experts by profitably selling a half 
million General Foods cookbooks by 
mail. 


Mailed to a Million 


In 1958, The University of Michi- 
gan and DMM launched the set with 
a mailing to one million names. List 
was composed of students, doctors, 
other professional men, and _ lists 
from publishing houses. There were 
several copy and package tests con- 
ducted within this million, and even- 
tually this mailing was followed up 
by another large mailing. When the 
smoke had cleared Michigan found 
itself with 25,000 founding members. 

The offer on this Founding Mem- 


bership mailing was basically the 
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same to all. Michigan offered the re- 
cipient four of the 16 volumes — a 
boxed set called The Countries of 
Decision (The Near East, Latin 
America, The Far East, Russia and 
The Soviet Union). The price for 
these four was $24.95 as opposed to 
a regular price of $35. In addition to 
this savings, the member was guar- 
anteed a continued savings of 25% 
on each subsequent volume as a 
Founding Member. Payment for each 
volume was required only after book 
had been published and received by 
the member. The entire series would 
eventually cost about $125. 

Founding Members receive an an- 
nouncement of each volume just be- 
fore it comes out, informing them 
that a volume has been reserved for 
them with a cost 25% off regular 
price. Proof of the quality of response 
to this offer, and the excellence of 
the volumes, is the amazing partici- 
pation of these Founding Members. 
94°% of the original 25,000 have re- 
mained with the program. 


Converting the One-Shots 
With a bedrock of Founding Mem- 


bers, the next step was the sale of 
single and double-volumes, with the 
anticipation of converting these one- 
shot sales into full membership. Ted 
Anderson changed the original offer 
from the four volume Countries of 
Decision set to a two-volume History 
of the United States, which he felt 
was more saleable on a one time offer. 

{ new category of membership 
was set up, and several different copy 
and package angles were tested. The 
Special Privilege Membership would 
offer many benefits and savings, but 
not as good as those that had been 
offered to Founding Members. 

One package offered a special in- 
troductory price on the United States 
volumes, if recipient would sign up 
for the entire program. 

Another package offered the his- 
tory of Russia at $1.00 if the recipi- 
ent would join. 

Still another package made no 
mention of the sixteen-volume set. 
Instead it offered the United States 
volumes at pre-publication price of 
$12.50 as against a regular price of 
$15.00 after publication. 

The University of Michigan’s pro- 
gram, as you can see, is two pronged. 
One type of mailing promotes the 


Tests are an integral part of the mailing pro- 
gram. Packages are tested, letters are tested. 
The two letters, sight, were tested against one 
another. Envelopes differed, but remainder of 
package was the same. The letter below pulled 
the best, and was mailed in quantity. 
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entire set, offering introductory price 
on one or two volumes if recipient 
joins program. The other type of 
mailing makes no mention of set but 
later purchasers will be mailed to in 
hopes of converting them. 


Conversions Are High 

\ typical conversion package is the 
one mailed to those who purchased 
the U.S. volumes. The Russian vol- 
ume is offered for $8.00, or $2.00 less 
than regular $10.00 price. In addi 
tion, a premium—a colorful Panopti- 
con—is offered if recipient will sign 
up for the entire series. (This Pan 
opticon, a colorful chart of American 
History and government, was mailed 
free to each Founding Member to 
keep good will.) This specially cre- 
ated mailing consists of letter, sav- 
ings certificate, and four color broad 
side, and is aimed specifically at those 
who purchase U.S. volumes. Copy 
head reads: “Russia and The Soviet 
Union. a Companion Volume to vour 
new History of The United States.” 

Conversion program consists of 
three mailings, and eventually one 
out of five signs up for the entire set 
About 14% respond to the first mail 
ing, with the rest following on the 
last two. So far, Direct Mail Markets 
has made 200,000 conversion mail 


ings. 


Costs Are Low 

Direct Mail Markets goes into the 
mail for between $70 and $80 per 
thousand. This includes postage, and 
a package that is normally made up 
of a savings certificate-business reply 
card, a letter, and an oversized four 
color broadside. Moreover, most of 
the envelopes are die-cut with one or 
more windows, usually printed in two 
or three colors. 

This low cost plus an average re- 
turn of 12 orders per thousand makes 
it possible for the University of 
Michigan to realize a profit on this 
venture. And it has been profitable. 

In 1957-8, trade sales of U of M 
books totaled $208,000. There were 
no direct mail sales. In 1958-9 trade 
sales jumped to $484,000 with direct 
mail sales $375,000. During 1959-60 
trade sales were $625,000 and direct 
mail accounted for $560,000. Esti- 
mated income for fiscal year 1960-61 
for trade sales will be $750,000 and 
direct mail sales of $275.000. How- 
ever this last figure takes into ac- 
count only continuing purchases by 
repliers to earlier campaigns (i.e. 
Founding Members, Special Privilege 
Members and the like) and does not 
consider new buyers that will come 
as a result of some 4,000,000 mail 
ings that DMM plans to make next 
year. Six years ago, the University’s 


total income from sales of books was 
$30,000 and they ranked about 40th 
in the country. Today it is in a seesaw 
battle for the top position among 
university presses. 

Strangely enough (as the figures 
above show) direct mail sales do not 
hurt trade sales. In fact, Fred Weik, 
Director of the U of M Press feels 
that mail promotion stimulates book- 
store and trade selling. 


Commission Basis 

Many of our readers are curious 
about different billing procedures in 
direct mail, since it often is a com- 
plicated procedure. Certainly the 15% 
space commission basis is not appli- 
cable. Direct Mail Markets has an 
interesting charge system you might 
like to know about. 

The University of Michigan is 
billed directly for all printing with a 
150 markup on mechanical prepa- 
ration costs. DMM then receives a 
certain percentage of gross sales. If a 
mailing succeeds, not only does Mich- 
igan make money, but so does DMM. 
Customers therefore feel secure since 
DMM’s profit is almost entirely pred- 
icated on a successful mailing. 

And right now, there’s a wonder- 
ful aura of security at Ann Arbor, 
Michigan.e 




















Distinctive envelopes ore a 
key to the success of this pro- 
gram. Provocative die-cuts, 
illustrations and copy-lines 
force the recipient to look 
inside. 
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fresh 
as a... 


The sheet with the 


amazing white brilliance 


is lastingly fresh 
a astingly bright. 


RISING WINSTED GLO-BRITE 


see 
the 


difference! 


Pure, bright, BRIGHT white... 
Rising Winsted Glo-Brite Vellum, 
Bristol, Text and Cover is 


“fine paper at its best.” 


RISING WINSTED GLO-BRITE 


white 
as the... 


We've made it easy for you to compare the uniformity, texture and brightness 
of this Rising Winsted Glo-Brite sheet with any other bright white paper. 
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the ideal sheet for reproducing sparkling deta n 
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pper plate processes and as you also see, perfe 
for embossing. in addition t ts outstanding printing 
qualities, this warm white paper affords good opacity 


superior folding properties and excellent bulk-for-weight 


offset 


Available Through Your Paper Merchant 
in the Following Sheet Sizes and Weights 


Vellum Finish 


Sub. Basis 17 x 22 


22x 34 
Text Basis 25 x 38 

23x 29 

23x 35 

25 x 38 

35 x 45 
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Cover Basis 20 x 26 

20 x 26 160M 
35 155 201M 248M 
260M 320M 
402M 496M 
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Bristol Basis 22 x 34 3/56 2/64 3/64 
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Bristol Basis 222 x 2842 2/50 2/60 2/70 
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Direct mail is vital to most 
PP U a4 L i Cc public relations programs, Jim 
Strenski points out. And to 


prove it, he cites six examples 


of successful pr programs, 
and how the mail helped 
make them that way. 


by J. B. Strenski 


REPORTER'S NOTE: Jim Strenski, as 
president of Attitudes, Inc., practises 
what he preaches by making direct 
mail an integral part of his pro- 
grams. Not only that, but he pro- 
motes his own business via a regular 
newsletter to top prospects and 
customers 


P' BLIC relations programs essen lions programs. Every company and 
tially are built around various every public relations agency un- 
facets of communication . . . with doubtedly can point to its particular 
the key objective: Achieving bette: adaptation of the mail for public re- 
understanding. Sergeant Joe Friday’s lations purposes. 

classic statement: “All I want is the 


facts, Ma’am just the facts,” epi- PR Agencies Surveyed 

tomizes to a great extent the want Mark D 

and need of the various “publics” \s a member of lar et trspen ll 
ment Associates — Public Relations; 


towards which a public relations pro- ; ; 
Se ae a 39-member national network of 
vram is directed. 


The business mail plays a key role public relations agencies, it occurred 


to us that a survey of key member 
agencies around the United States 
might reveal some unusual direct mail 
applications in public relations pro- 


in communications essential to get- 
ting across the facts, promulgating 
the truth so necessary to public un- 
derstanding. 

Thi draagsic end entorhu! fils The great bulk of the news and 
traces the production of ferr * 3 

alloys fect the miaing of ore feature material national, local and 
through smelting processes, ° . i : 
the shipping of finished pred regional is transported to its media 
eee tage destination by mail, Most people un 
vital functions of quality cor e . 

trol and research. Special, im derstand this. However, there are a 
formative sequences show the c x 
‘idgibentices of Canvocem pred variety of other and more unique 
wets by tie Wek cad ceed In applications of mail in public rela- 


dustries and some of the many 


grams. 

From our own experience we can 
point to a variety of examples. One 
of the more unusual ones involves 
a survey conducted for the Charles 
Bruning Company, Inc., manufac- 
turer of diazotype copying equip- 
ment. Bruning, a leader in the highly 


Vanadium Corporation of Amer- competitive copying machine indus- 


& FREE OF CHARGE ica produced a short film on iry. wanted to establish what top 


6 ND AN OLol : “ ° ° . 
os SaNUTus perwane Tams quality control called “The Green management in the United States 


end uses of their specialty irons 
and stcels 


Drum” — offered it to schools, 
civic and industrial groups via 
this four page folder 


considered its major paperwork prob- 


lems. 
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THIS IS JOHN 
SCHWARTZ, OUR NEW MEAT 
CUTTER. HE WANTS YOU 10 TEACH 


























Fortune 500 Mailing 

As their public 
we prepared a comprehensive survey 
and addressed it through the mails 
to Fortune’s 500 list of top U. S. 
firms. A wide array of interesting 


relations agency 


answers funneled into our offices, 

\ complete analysis of the answers 
was made and mailed to all respond- 
ing companies on the 500 list. The 
analysis, in turn, was presented to a 
top national magazine who printed 
it in full as a leading business fea 
ture. After this was accomplished, a 
special personal letter was drafted 
on our stationery to the leading trade 
magazines in the office copying in 
dustry in the United States and Can 
ada offering the analysis to editors 
for their information. A copy of the 
story already published in the na- 
tional 
closed so as not to violate any edi- 


business magazine was en- 


torial confidences. 
Eight such additional magazines 


in the United States and Canada 
picked up this story and ran it as 
multiple-page feature articles. One 
leading magazine made it the subject 
of two major editorials in different 
issues. 
Slide Film Follow-up 

four-page broadsides were made 
of the publicity results and mailed 
to all the client salesmen for their use 
as sales tools and give-aways at trade 
shows. At our recommendation, Bru- 
ning developed an hour-long slide 
presentation providing the answers to 
the key 
survey itself. Availability of the slide 
presentation was made known to all 


problems indicated in the 


of the responding companies on the 
Fortune's list again through the 
mail. The purpose, to offer a presen 
tation of the problem-solving film for 
interested parties in these companies. 
\ number of private showings was 
booked in a matter of a few weeks. 
Public Relations Counselors, Inc.. 


our MDA-PR affiliate in San Fran. 
cisco, prepared an unusual public 
relations direct mail program for an 
eight-million-dollar cooperative apart- 
ment house project. The housing 
units ranged in price from $34,000 
to $108,000. 

The direct mailer itself consists of 
handsome photograph albums in 
white and gold which were sent to 
people who had already bought apart- 
ments in anticipation of the develop- 
ment’s completion. Included in the 
original album mailing were photo- 
graphs and photostats of the artist's 
drawings of the entire building, the 
entrance-way and other particularly 
attractive views, as well as photostats 
of the individual apartments as they 
will look when completed. 


Six Week Series 


Every six weeks progress photo- 
stats of the building are sent to the 
album holders, This keeps the apart- 
ment sold in the interim construction 
period. 

Quite recently, the agency started 
a monthly bulletin that is mailed to 
suppliers, sub -« ontractors, present 
owners, potential tenant 
neighbors at the building site and 
key groups sue h as neighborhood as- 
purpose ol this 
monthly bulletin is to maintain com- 
plete understanding of the building 


owners, 


sociations. The 


progress and the advantages the co- 
operative will offer not only tenants 
but the neighborhood. 

This positive action has resulted in 
better neighbor relations, greater 
fenant interest and continuing aware- 
ness on the part of the community of 
the size of the project. 


Sykes Selis Saws 


Our affiliate agency in Pittsburgh, 
Sykes Advertising, Inc., had a_par- 
ticular public relations problem in 

client, the 
Corporation. 


connection with their 
Pittsburgh - Erie Saw 

The agency's objective was to estab 
lish the reputation of the client as an 
authority on meat cutting and also 
to educate meat cutters to certain 
hazards in the use of meat choppers 
(client products). 

\ generously illustrated, full-color 
comic book was selected as the me- 
dium to illustrate common mistakes 
in meat cutting. Distribution of the 
booklet was through the mails to 
local grocer associations and chain 
store buying headquarters. The mail- 
ings consisted of a letter explaining 
the purpose of the booklet and an 
offer to supply the booklets in any 
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quantity desired, 

In the case of the grocery associa- 
tions, the agency anticipated that 
there will be a favorable response 
from the mailings. since what they 
were offering was actually an oppor- 
tunity for the association to provide 
its members with an added free ,serv- 
ice. However, the unexpected was the 
favorable response received from the 
chain store headquarters. Even the 
larger chains found the comic book 
story interesting and helpful enough 
to distribute large quantities to its 
employees with definite positive re- 
sults, gaining greater understanding 
of the points the client was inter- 
ested in. 


Carbonated Beverage Education 


Henderson Associates, our PR af- 
filiate in Greenville, S. C.. has as one 
of its clients the South Carolina’s 
Bottlers of Carbonated Beverages, 
Inc. A problem of the soft drink in- 
dustry has been to reach opinion 
molders to counteract some of the 
misconceptions concerning soft 
drinks. 

These groups include dentists, ath- 
letic coaches and home economics 
teachers. To reach these select groups, 
Henderson sent personal letters to 
each of 450 dentists in South Caro- 
copies of reports 
dental cavities 
were not caused by soft drinks; to 
250 high school coaches, enclosing 
booklets covering the food values and 
“the energy values of soft drinks, and 
to 575 home economics teachers, en- 
closing booklets telling the  nutri- 
tional properties of soft drinks and 


lina, enclosing 


which showed that 


offering party and recipe suggestions 
with soft drinks as the principal in- 
eredient. 

These mailings were extremely ef- 
fective, even to the extent that teach 
ers receiving them ordered consider- 
able quantities of additional booklets 
to be passed out to students. Accord- 
ing to the client, the educational 
objective intended is well on its way 
to favorable achievement. 


Mail Opens Plant 


Another of ‘our affiliates, Public 
Relations Associates, Memphis, Tenn.. 
actually used the mails to open one 
of their client’s plants, Hair, dirt. 
wire and steel were the items that 
came through the mails in a plant 
moving and opening announcement 
campaign. The client was Light & 
Power Utilities Corporation, a Mem- 
phis manufacturer of incandescent 
fluorescent lighting fixtures. They 
built a new plant 35 miles away in 
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Olivebranch, Miss. The public rela- 
tions agency decided to develop a 
plan to maintain customer and pros- 
pect interest during the construction 
stages. A series of mailings was made 
each 10 days apart near the end of 
the construction period. 

The dirt came first: “Genuine Mis- 
sissippi Type Dirt” that was sup- 
posedly part of the ground-breaking 
ceremonies. The dirt was packaged in 
a small cellophane bag, and the cov- 
ering letter called attention to L&P’s 
tremendous growth. (The company 
had practically doubled its space a 
few years ago.) The next mailing was 
hair with a cute letter from the presi- 
dent's secretary saying “We are 
tearing our hair” because of the con- 
fusion that always develops when 
plants move or are enlarged. 

The next mailing enclosed a steel 
“S” with a headline “We've got the 
Steel” which emphasized -the prog- 
ress that was being made despite the 
steel strike. And the next mailing 


carried a headline that read “We're 


really wired” using a “W” made 
from the strand of electrical wire. 
This fourth mailing told of addi- 
tional progress in construction. 

The last letter involved a letter 
opener with a Light & Power symbol 
engraved in the handle. A folder was 
sent with the letter opener showing 
only the point of the opener with 
the statement “Got the Point?” On 
opening the piece the reader found 
the “point”, that the company was 
announcing the Light & Power 
“opener” which took place a few 
weeks later at Olivebranch. The last 
mailing also served as a general in- 
vitation to visit the plant on opening 
day or any time. It showed the ar- 
chitects drawing of Light & Power’s 
$600,000 structure and how to get 
it. The Corporation’s president said 
that this mailing series “caused a lot 
of favorable comments.” 

“Through the series we were able 
to inform all of our friends of our 
move and our growth, and dramatize 
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Dear Sir 


May we ask your cooperation in a survey 
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the paperwork required 


order processing, billin inventor 
p g. &. y 


control, sales, and general office procedures 


If you will take five minutes to answer 


the attached questions, we will be 


giad to send you a detailed analysis of the results of the questionnaire, 


ust as soon as they have been compiled 


We have been asked to make this survey for one of our clients -- a <« 


ompany 


that presently is concerned with simplifying paperwork handling problems 


You need not sign your name or company affiliation unless you would like a 


copy of the survey results 


The questionnaire has been designed so that it can be answered in five 


minutes 
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Jim Strenski’s firm Attitudes, Inc. prepared a survey, sent it to FORTUNE’s 500 
List of top U.S. firms. Several magazines gave editorial treatment to the findin 





at the Veu 
L&P Plant 
Route 305 


Olive Branch 


it too. The mailings caused some 
folks to laugh about our production 
difficulties during moving time when 
they might have had other thoughts 
and we ended up with an invitation, 
a sales message. and a permanent re 
minder of our company all at the 


same time.” the client declared 


Bank Expands in Portland 


( ole A Webber. Ine ee 
filiate of 
a direct mail public 
gram for their client, the First Na 
tional Bank of Oregon. The bank was 
to locate a branch in a_ brand-new 


MDA-PR af- 
Portland. Oregon. relates 
relations pro 


and large shopping center in Port- 
land known as Lloyd Center. A series 
of mailers was used to acquaint a 
select public of the fact that the bank 
would locate a branch in the new 


shopping center and to publicize its 
facilities, Five 
volved. 


mailings were in- 

The first letter was sent to people 
in the area surrounding Lloyd Cer 
ter, informing them that the First 
National Bank will be there, provid 
ing them with a map of the center 

\ second mailing consisted of a 
certificate card and button conferring 
on the recipient the title of “Hono 
rary Teller” of the First National 
Bank. The certificate gave the holder 
the privilege of “telling” all of his 
friends and neighbors about the fact 
that the First National will be in 
Lloyd Center. that the bank is the 
largest in Oregon and about its many 
services. It also designated the holde: 
as an official source of information 
Llovd Center 


about progress and 


This self-mailer from Light & 
Power Utilities Corporation 
of Memphis came with a let 
ter-opener through the cover 
with the copy-line, “Get The 
Point?” Announced L&P open 
er at Olivebranch 


urges them to spread this informa 
tion broadiy 

The third mailing was a progress 
Lloyd Center and the 
branch. It contained news that the 


bulletin on 


vault had been installed and some 
advanced information on the grand 
opening events. 

The fourth mailing was a grand 
opening special. It contained a full 
detailed description about the grand 
opening with many exciting events, 
including a special treasure chest pro 
motion to attract people to the cen 
ler, espec ially the bank. 

The fifth was a follow-up mailing 
after the grand opening, thanking all 
the “Honorary Tellers” for spreading 
the word, giving them a most special 
invitation to use the bank’s facilities 
and to continue telling their friends 
and neighbors why they like doing 
business at First National. 


Mail Sells Industrial Goods 


In New York. our affiliate agency, 
Hazard Advertising Co., Inc., brings 
to mind the use of direct mailing 
with two of its public relations cli- 
ents. The first one is the Davidson 
Corporation, a manufacturer of busi- 
ness machines. Hazard created a pub- 
licity campaign weighted heavily on 
case history applications of Davidson 
equipment. The agency contacted a 
number of leading customers with 
blue-chip names like Eastman Kodak. 
General Electric, Chase National 
Bank and IBM. With the necessary 
permission, the agency prepared case 
history articles and placed them in 
the top national vertical and hori 
zontal magazines 


Reprints of the case histories were 
made and designed as direct mail 
pieces, Object here was to develop 
leads, and they were very effective in 
doing just that. 

Hazard’s other example is the Va- 
nadium Corporation of America. Th 
agency placed a story of VCA’s qual 
ity control in a leading and highly 
trade magazine. Reprints 


VCA 


prospects, a group very conscious of 


respected 
were sent to customers and 
quality control, 

In turn, the quality control mate 
rial was incorporated into a_ film. 
“The Green Drum.” This has been 
offered via direct mail to « olleges and 
community and industry groups. The 
demand for it has been exceptional 


reports the agency. 
Using the Mail to Sell PR 


\ number of public relations age: 
cies use direct mail as part of their 
own personal public relations and 
sales campaigns. In our own case, we 
have a “How To” news letter called 


PR... AT WORK 


lo some seven hundred prospects, as 


This is mailed 


well as our own clients within a 100- 
mile radius of Chicago. The approach 
used in putting this news letter to- 
gether is strictly from the service 
standpoint. We actually try, in each 
issue, to cover one particular point 
in public relations and tell our read 
handle this phase of 
public relations on their own. 

We have found this to be a very 
eflective approa¢ h. Most of the firms 
on our mailing list have been con- 


ers how to 


tacted one way or another over a 
period of a vear and one half. Very 
many of them can point to every is- 
sue we sent out. 

Real proof of course is what this 
mailing campaign has done for our 
own business, 50¢7 of our growth 
has come from leads supplied to us 
through our PR... AT WORK mail 
ing list. When we 
calls to these clients we have a very 
definite identity established .. . that 
opens the door to a complete pre- 


make personal 


sentation of our services. 
The variety 
using direct mail in public relations 


of opportunities for 


is practically limitless. The creative 
public relations man uses the mails 
day in and day out. As long as he 
has a message that he must commu- 
wants his 


before his public 


nicate and he message 
placed personally 
he will turn to the mails .. . and 
can expect the same ty pe of success 
enjoyed by so many of these com- 
relations 


panies and their 
agencies. @ 
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the 
dynamic 
““wholesale’”’ 
mail order 
business 


REPORTER’S NOTE: Stanley Fen 
vessy gave this wonderful talk 


at Chicago’s May ‘60 Direct Mail 
Day, and we're printing it in its 


entirety. The wholesale mail or 
der business is one subject we 
seem to neglect on our pages, 
but I’m sure that you, as we did, 
will find Mr. Fenvessy’s thoughts 
informative and provocative. Our 
author is Executive Vice-President 
of L. & C. Mayers, largest whole 
sale mail order house in the East 


EVOLUTION or REVOLUTION? 


are one word you wont read 
in this article, and that’s “dis- 


count” (or “discount mail ordet 
business’). I omit it purposely. for 
in our industry that 
lutely taboo. 


If you don’t mind then, Tl give 


word is abso- 


vou some brief definitions: 
Discount house 
tail operation. 
Mail order 


many states. 


solely a local re 


house retails ove 


Catalog or wholesale mail ordet 
industry 
but to dealers for 


others for use as gifts or prizes. 


sells not to consumers 
resale or to 


The wholesale mail order business 
is referred to in the trade as the 
Catalog Industry, 

It includes L. & C. Mayers in New 
York City, and ou 


tion, the Spors Company in Minne- 


sister organiza- 


sota: also such firms as John Plain, 
Continental Products, Bennett Bros. 
in Chicago and the General Merchan 
dising Milwaukee. to 
name just a few of the larger firms. 
The Catalog Industry differs: from 
the Mail Order Industry, the leaders 
of which are Sears. Wards, Aldens, 
Spiegels, and a few others in and 


Company in 


outside of Chicago. 

We wholesale mail order catalog 
houses sell a wide range of merchan- 
dise . . . from diamonds and mink 
stoles to diapers and toys . . . by 
means of catalogs. at from 20¢¢ to 
than the manufacturers’ 
suggested retail or list prices. 

In our catalog the merchandise is 
shown at list prices: the actual whole- 
price is “coded” and 
hidden as part of the stock numbet 
of the item. 


506, less 


sale selling 
ate t ing 
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The wholesale catalogs are distrib- 
uted to three general types of users 
(1) dealers: (2) industrial 


firms, and (3) other small businesses. 


Dealers 


This includes drug stores. tobacco 
beauty 
stores of the kind you would find in 
a very small community with a popu- 
lation of 5,000 or less. These types 


shops. shops and general 


of stores are not on the regular route 
of salesmen and frequently are not 
able to buy the quantities in the man- 
ufacturers minimum packaging. 
Therefore they use Our catalog to 
buy a small supply of a given item, 
or a single sample. They also use out 
catalog as a Sears or Wards ordet 
oflice would use their catalogs. 

lor example, if a customer asks 
for an item the general store owner 
does not carry, he refers the cus- 
tomer to his L. & C. Mayers book. 
\fter the customer makes his selec- 
tion based on the list price of the 
merchandise, the store owner orders 
it from Mayers. We ship either to the 
store or directly to the customer and 


bill the store. The store owne 
charges either the list price or slightly 
less. his profit being the spread be- 
tween the displayed list price and the 
coded price, less the postage. 

We also do a thriving business in 
those same small towns with the 
beauty parlors. They are the ones 
who sell considerable diamonds and 
Regardless of how 
small a town is, there’s always a 
beauty parlor, even though it may 


jewelry for us, 


only be a room in a farmhouse. 

Its while Matilda is having het 
hair done by Mabel that she drops 
the word that she is going to gel 
engaged to Tom in a couple of weeks. 

“Have you purchased your ring 
yet?” Mabel asks. 

“Why, no, we're 
jeweler in Big City next week,” says 
Matilda. 

It's at that point that the beauty 
shop operator brings out her Mayers 
hook and proceeds to interest he: 
customer in a diamond ring at a price 
slightly less than the list price but 
higher than the coded price, giving 
her a fair profit for her ingenuity. 


(Continued 


going to the 





at the Neu 
L&P Plant 
Route 305 


Olive Branch. Miss 


it too. The mailings caused some 
folks to laugh about our production 
difficulties during moving time when 
they might have had other thoughts 
and we ended up with an invitation, 
a sales message. and a permanent re 
minder of our company all at the 


same time.” the client declared. 


Bank Expands in Portland 


MDA-PR af- 


relates 


Cole & Webber. Inc. 
filiate of Portland. 
a direct mail public 
gram for their client, the First Na 
tional Bank of Oregon. The bank was 
to locate a branch in a_ brand-new 
and large shopping center in Port- 
land known as Lloyd Center. A series 
of mailers was used to acquaint a 
select public of the fact that the bank 
branch in the new 


Oregon. 
relations pro- 


would locate a 


shopping center and to publicize its 


facilities, Five mailings were in- 
volved. 

The first letter was sent to people 
in the area surrounding Lloyd Cen 
ter. informing them that the First 
National Bank will be there, provid 
ing them with a map of the center. 

\ second mailing consisted of a 
certificate card and button conferring 
on the recipient the title of “Hono 
rary Teller” of the First National 
Bank. The certificate gave the holder 
the privilege of “telling” all of his 
friends and neighbors about the fact 
that the First National will be in 
Lloyd Center. that the bank is the 
largest in Oregon and about its many 
services. It also designated the holder 
as an official source of information 
Lloyd progress and 


about Center 


This self-mailer from Light &- 


Power Utilities Corporation 
of Memphis came with a let 
ter-copener through the cove: 
with the copy-line, ‘Get The 
Point?” Announced L&P open 
er at Olivebranch 


urges them to spread this informa 
tion broadiy. 

The third mailing was a progress 
Lloyd Center and the 


branch. It contained news that the 


bulletin on 
vault had been installed and some 
advanced information on the grand 
opening events. 

The fourth mailing was a grand 
opening special. It contained a full 
detailed dese ription about the grand 
opening with many exciting events. 
including a special treasure chest pro- 
motion to attract people to the cen- 
ler. espec ially the bank. 

The fifth was a follow-up mailing 
after the grand opening, thanking all 
the “Honorary Tellers” for spreading 
the word, giving them a most special 
invitation to use the bank’s facilities 
and to continue telling their friends 
and neighbors why they like doing 
business at First National. 


Mail Sells Industrial Goods 


In New York, our affiliate agency, 
Hazard Advertising Co., Inc., brings 
to mind the use of direct mailing 
with two of its public relations cii- 
ents. The first one is the Davidson 
Corporation, a manufacturer of busi- 
ness machines. Hazard created a pub- 
licity campaign weighted heavily on 
case history applications of Davidson 
equipment. The agency contacted a 
number of leading customers with 
blue-chip names like Eastman Kodak. 
General Electric, Chase National 
Bank and IBM. With the necessary 
permission, the agency prepared case 
history articles and placed them in 
the top national vertical and hori 
zontal magazines. 


Reprints of the case histories were 
made and designed as direct mail 
pieces. Object here was to develop 
leads, and they were very effective in 
doing just that. 

Hazard’s other example is the Va- 
nadium Corporation of America. The 
agency placed a story of VCA’s qual 
ity control in a leading and highly 
magazine. Reprints 


VCA 


prospec ts. a proup very conscious ot 


respect ted trade 


were sent to customers and 
quality control 

In turn, the quality control mate 
rial was incorporated into a_ film. 
“The Green Drum.” This has been 
offered via direct mail to colleges and 
community and industry groups. The 
demand for it has been exceptional 


reports the agency. 
Using the Mail to Sell PR 


\ number of public relations age: 
cies use direct mail as part of thei 
own personal public relations and 
sales campaigns. In our own case, we 
have a “How To” news letter called 
PR... AT WORK. This is mailed 
to some seven hundred prospects, as 
well as our own clients within a 100- 
mile radius of Chicago. The approach 
used in putting this news letter to- 
gether is from the service 
standpoint. We actually try, in each 
issue, to cover one pafticular point 


strictly 


in public relations and tell our read 
handle this phase of 
public relations on their own. 

We have found this to be a very 
effective approach. Most of the firms 
on our mailing list have been con- 
tacted one way or another over a 
period of a vear and one half. Very 
many of them can point to every is- 


ers how to 


sue we sent out. 

Real proof of course is what this 
mailing campaign has done for our 
own business, 50¢7 of our growth 
has come from leads supplied to us 
through our PR... AT WORK mail- 
ing list. When we make 
calls to these clients we have a very 
definite identity established .. . that 
opens the door to a complete pre- 


personal 


sentation of our services. 

The variety of opportunities for 
using direct mail in public relations 
is practically limitless. The creative 
public relations man uses the mails 
day in and day out. As long as he 
has a message that he must commu- 
nicate and he wants his 
placed personally before his public 
he will turn to the mails . . . and 
can expect the same type of success 


message 


enjoyed by so many of these com- 
their relations 


public 


panies and 
agencies. @ 
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the 
dynamic 
““wholesale’”’ 
mail order 
business 


REPORTER’S NOTE: Stanley Fen 
vessy gave this wonderful talk 


at Chicago’s May ‘60 Direct Mail 
Day, and we’re printing it in its 
entirety. The wholesale mail or- 


der business is one subject we 
seem to neglect on our pages, 
but I’m sure that you, as we did, 
will find Mr. Fenvessy’s thoughts 
informative and provocative. Our 
author is Executive Vice-President 
of L. & C. Mayers, largest whole 
sale mail order house in the East 


EVOLUTION or REVOLUTION? 


TTWERES one word you won't read 
in this article, and that’s “dis 
“discount mail order 
I omit it purposely. for 
in our industry that word is abso- 
lutely taboo. 
If you don't mind then. [ll give 


count” tor 
business’). 


vou some brief definitions: 
Discount house——solely a local re 
tail operation. 

Mail order 


many states. 


house retails ovet 
Catalog or wholesale mail order 
industry 
but to dealers for 
others for use as gifts or prizes. 


sells not to consumers 
resale or to 


The wholesale mail order business 
is referred to in the trade as the 
Catalog Industry. 

It includes L. & C. Mavers in New 
York City, and our sister organiza- 
tion, the Spors Company in Minne- 
sota: also such firms as John Plain. 
Continental Products, Bennett Bros. 
in Chicago and the General Merchan 
dising Company in Milwaukee. to 
name just a few of the larger firms. 

rhe Catalog Industry differs from 
the Mail Order Industry, the leaders 
of which are Sears. Wards, Aldens, 
Spiegels, and a few others in and 
outside of Chicago. 

We wholesale mail order catalog 
houses sell a wide range of merchan- 
dise oe a from diamonds and mink 
stoles to diapers and toys . . . by 
means of catalogs. at from 200 to 
50¢o less than the manufacturers’ 
suggested retail or list prices. 

In our catalog the merchandise is 
shown at list prices: the actual whole- 
sale selling price is “coded” and 
hidden as part of the stock number 
of the item. 


OCTOBER, 1960 


The wholesale catalogs are distrib 
uted to three general types of users 
(1) dealers; (2) industrial 

firms, and (3) other small businesses. 


Dealers 


This includes drug stores, tobacco 
beauty shops and general 
stores of the kind you would find in 
a very small community with a popu- 
lation of 5,000 or less. These types 
of stores are not on the regular route 
of salesmen and frequently are not 
able to buy the quantities in the man- 
ufacturers minimum packaging. 
Therefore they use our catalog to 
buy a small supply of a given item, 
or a single sample. They also use our 
catalog as a Sears or Wards ordet 


shops, 


office would use their catalogs. 

lor example, if a customer asks 
for an item the general store owner 
does not carry, he refers the cus- 
tomer to his L. & C. Mayers book. 
After the customer makes his selec- 
tion based on the list price of the 
merchandise, the store owner orders 
it from Mayers. We ship either to the 
store or directly to the customer and 


bill the store. The store owne! 
charges either the list price or slightly 
less, his profit being the spread be- 
tween the displayed list price and the 
coded price, less the postage. 

We also do a thriving business in 
those same small towns with the 
beauty parlors. They are the ones 
who sell considerable diamonds and 
jewelry for us, Regardless of how 
small a town is, there’s always a 
beauty parlor, even though it may 
only be a room in a farmhouse. 

It's while Matilda is having her 
hair done by Mabel that she drops 
the word that she is going to get 
engaged to Tom ina couple of weeks. 

“Have you purchased your ring 
yet?” Mabel asks. 

“Why, no, 
jeweler in Big City next week,” says 
Matilda. 

It's at that point that the beauty 
shop operator brings out her Mayers 
hook and proceeds to interest her 
customer in a diamond ring at a price 
slightly less than the list price but 
higher than the coded price, giving 
her a fair profit for her ingenuity. 


(Continued 


we're going to the 





industrial Firms 

Our wholesale catalogs are dis 
tributed usually to the personnel 
manager or the purchasing agent. 
Industrial firms buy a surprisingly 
large quantity of general merchan- 
dise for their own use. Coffee pots 
and china for their dining rooms: 
office supplies and equipment, and 
gifts for retiring employees or 
leaving to get married or 
also safety awards and 
sales incentives. All of this type of 
merchandise is purchased on com 
pany purchase orders by the purchas- 


women 
have babies: 


ing agent at the wholesale or coded 
price. 

Since the war, with the increased 
emphasis on employee benefits, some 
firms have given their employees the 
privilege of using the company’s pur- 
chasing office wisdom to make im- 
portant purchases. Today some large 
companies have special purchasing 
agents on their payroll who devote 
almost full time in helping an em- 
ployee buy an engagement ring or the 
wife’s fur coat. 

Other small businesses, besides the 
beauty shop previously mentioned, 
such as gas stations, lumber yards, 
diners, even funeral parlors, receive 
and use our catalog regularly. 

The multiple use of the catalog is 
important and is one of the keys to 
success of this entire field. No true 
wholesale catalog house will solicit 
a catalog request from anyone but 
a company or a business where the 
catalog can obtain multiple use. 

Is this wholesale mail order busi 
ness new? “Catalogs & Counters.” 
the book telling the story of Sears 
Roebuck, mentions that following 
the Civil War, consumers complained 
bitterly about the high prices charged 
by the general store, the principal 
retailer of those days. In 1872 this 
prompted young Aaron Montgomery 
Ward, a dry-goods salesman, to buy 
directly from the manufacturer and 
sell directly to the consumer, trans 
acting his business through the mail 
In 1874 the original price sheet of 
Montgomery Ward had grown to a 
72-page booklet, and the title page 
proclaimed Montgomery Ward & Co 
“the cheapest cash house in the coun 
try, selling at the lowest wholesale 
prices.” 

“By purchasing from us,” Ward 
wrote with boasting exaggeration. 
“vou save from 40% to 1006 
Translated into today’s factual mer- 
chandising mathematics, this was a 
saving from 20% to 500¢—which is 
the same as the present-day savings 
from retail prices offered by th 
Wholesale Catalog Industry, 


I would savy the wholesale mail 
order business is not at all new 
the offering of merchandise at less 
than established prices, at a substan- 
tial savings, and the use of the word 


“wholesale,” to promote it, 
over 85 years old. 


1s just 


The Key Is Price Appeal 

What has happened to retailing ot 
mail order wholesaling in those 85 
years? It has been a_ picturesque 
story of men of vision with a growth 
in cycles. Each new cycle was started 
by a daring innovator who had an 
idea of a new kind of distributive 
enterprise. At the outside he was 
ridiculed. scorned and condemned as 
illegitimate. But in each case he at- 
tracted the public on a basis of price 
appeal made possible by low operat- 
ing cost. 

In 1872 it was Montgomery 
Ward taking business away from the 
country general store, 

. Then John Wanamaker. the 
founder of the modern-day depart- 
ment store, who, incidentally, was 
originally called “Cheap John,” took 
business away from the smaller city 
merchants. 

Later F. W. Woolworth laid 
the foundation of the low-price mer 
chandising chains, and then the origi 
and drug chains took 
from the individual 


nal grocery 
business away 
grocery and drug stores. 

. The supermarkets began tak- 
ing it away from the original grocery 
chains. 


Since World War II the re- 
tail discount chains have been taking 
business away from the supermarkets, 
department stores and variety chains. 
Their growth has been remarkable. 
Korvette rang up only $300,000 in 
sales in 1948... today, with 14 stores 
in New York, Pennsylvania, Connec- 
ticut and New Jersey, it expects to 
top $135 million. Polk Brothers has 
six stores in Chicago in addition to 
several in surrounding cities. Three 
others—Two Guys From Harrison; 
Bargain City, U.S. A.; Masters 
also the Government Employees’ units 
and smaller low mark-up concerns in 
every state, are expected to total at 
least $5 billion worth of business in 
1960. 

While this has been taking place 
in the retail field, the wholesale mail 
order industry has been taking busi- 
ness away from the large consumer 
Today there are 
catalog 


mail order houses, 
a total of 150 
houses doing an estimated $500 mil- 
lion dollars a year: 75 of these com- 
panies are located in Chicago alone. 
Although some of them have been in 
business almost 50 years, like L. & C. 
Mayers, Bennett John 
Plain Co., most of them have come 
into existence since World War II. 
It seems almost unbelievable that 


wholesale 


Bros. and 


any company or group of companies 
could take a share of the mail order 
from Chicago’s big 
retailers. Just how 
done 


business away 

four mail order 
this was done and is being 
should give inspiration to everyone 
of you who is attempting to sell by 
mail. 


5S SECRETS OF SUCCESS 


There are five secrets of success of 
the Wholesale Mail Order Business: 

Featuring Maximum Selections 
of Top Quality, Nationally Adver- 
tised Brands . . . Since World War 
Il there has spectacular 
growth in national brand advertising 
Over 10 billion dollars were spent 
last year alone, Our industry believes 

and has proven—that large num- 
bers of people are presold on national 
brands. They know that national 
brands are backed by the manufac- 


been a 


turer’s guarantee. Our customers have 
confidence in Mayers. They will 
order the brands they want through 
the mail, sight-unseen, if they can 
save money. And what is more, they 
have enjoyed their purchases and re- 
warded us with repeat orders. 


[he soundness of this merchandis- 


ing formula is borne out by the fact 
that our records show that we receive 
less than one complaint letter in three 
hundred commenting on the quality 
of our merchandise. 

Meeting the Competition of 
all of the Big Consumer Mail 
Order Houses. 

A. Prices . The consumer mail 
order business sells at a maintained 
mark-up of 35%. Thus, with 4% to 
5% added for postage, they are still 
below retail store prices—even their 
own stores, The wholesale mail order 
maintained 
prepos- 


industry operates at a 
mark-up that must sound 
terous to many of you approxi- 
mately 25% a full 10 points 
below the big fellow. This, as you can 
imagine, gives us a substantial com- 
petitive advantage over all 
competition. 
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B. Service The big houses 
strive for same-day or next-day serv- 
ice but rarely make it. The size of 
their plants and sheer volume make 
it almost impossible. The smaller size 
of a wholesale mail order plant facili 
tates better service. Many of the 
larger concerns in our industry are 
employing the same short interval 
scheduling methods of the big com- 
panies. However, the use of elec- 
tronics and computers on an opera- 
tional basis has put the wholesale 
field far ahead of the 
houses. 

C. Catalog Presentation ... We like 
to think that our wholesale catalogs. 
although not as large, are equally or 
more attractive than the Big Four. 
Several of the wholesale catalogs are 


consume! 


issued with case bound covers, and 
10% to 50% four-color is the rule 
rather than the exception. This com- 
pares with 20% four-color in a con- 
photog- 
raphy, models, printing all are 
on a par with the big fellows. for in 
many cases we use the same studios, 


sumer catalog. Copy, art, 


professionals and printers. 

1). Selling Methods ... In L. & C. 
Mayers we offer credit plans, infor- 
mation by telephone, and all other 
services of the big fellows—and more. 
Over 50° of our volume is done on 
our 30-day charge and_ revolving 
credit plans. Telephone service is the 
bulwark of our volume in the New 
York and Philadelphia areas. Our 
customers may call in their 
and place it in person after inspecting 
the merchandise at one of our show- 


order 


rooms, 


Diamonds and Furs 


Almost every day we send a selec- 
tion of diamonds or furs to an ac- 
count that has a prospective custome! 
interested in a major purchase of this 
type. The diamonds or furs are sent 
to his company, if it is rated, or in 
care of his bank. The customer then 
has the opportunity to compare, try 
on, and even get outside appraisal. 
If he is satisfied, he keeps one and 
returns the others. If he is not satis- 
fied, we send another selection. 

Yes, we sell a lot of very high- 
priced diamonds and furs by mail 
this way. 

E. Regular Contact with the Cus- 
tomer . In the early days of the 
wholesale catalog industry only an 

usually 
company 


annual catalog was issued 


about September Ist. A 
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relied on this medium not only to 
bring in its Christmas business but 
also to carry it the year-round. As 
you can imagine, this created a feast- 
and-famine condition, with almost 
70% of the annual volume received 
in the last quarter of the year. 

Today L. & C. Mayers issues 6 or 7 
different catalogs a year and has al- 
most the same contact with our cus- 
tomers as Sears or Wards do with 
theirs. We are able to offer to our 
customers much larger selections of 
seasonal merchandise,--and 
ingly our peak demand has leveled 


accord- 


out considerably. 

I. Assortments , . . In our special- 
ties diamonds, watches, 
silverware, giftwares. leather 
goods, luggage and cameras —- ou! 
assortments are wider than both our 
mail order and retail discount com- 
petition. In fact, just the other day, 
in a meeting with an official of Bar- 
gain City. USA, one of the largest 
discount chains in the East. I was 
asked whether we would consent to 
establishing catalog order desks in 


jewelry, 
small 


his stores to supplement his own de- 
partments with our wider assort- 
ments, 

We are constantly broadening out 
lines, and _ al- 


assortments in othet 
though we may never offer all of the 


apparel selections of Aldens o1 Spie- 
gels . . . the hardware of Sears 

or the sporting goods of Wards, we 
shall always have a greater selection 
of first quality national brands, as 
mentioned earlier. 

All in all. in the things that count 
.. . Prices. Services. Catalog Presen- 
tation, Selling Methods. Custome: 
Contact. and Assortments. we have 
met the giants on their own level. 
This has been proven by the cus- 
tomer reaction to our industry. 


Controlling Circulation so that 
All of the Catalogs Mailed Achieve 
Multiple Use ... The prominence 
of nationally advertised brands in 
our catalog, which gives us a com- 
petitive advantage over the giants, 
tends to neutralize merchandise itself 
as a competitive factor in relation to 
other wholesale mail order companies. 

To say it another way, there is 
a limit to the number and kinds of 
national brands available we all 
have pretty much the same. Therefore 
the expansion of the business emerges 
from circulation of the catalog as the 
key factor. 


Our increased volume has resulted 
primarily from the growth of our 
customer list. Today we publish three 
times as many of our big annual cata- 
logs as we did three years ago. The 
increased circulation was obtained by 
contacting the small stores and busi- 
nesses within the territory we service, 
soliciting requests for our catalogs. 

This is how we undertook this pro- 
gram... . Our research showed that 
there are approximately 414 million 
business firms in the country today. 
\pproximately 2 million of these are 
in our prime territory. The names of 
the 2 million business firms were ob- 
tained by renting names from two 
primary sources . 

(a) Compiled lists of manufactur- 
ers, wholesalers, dealers, drug stores, 
beauty shops, trucking companies, 
banks and other business firms. 

(b) Mail order lists of non-com- 
peting companies who sold business 
firms through the mail. This includes 
companies that distributed such prod- 
ucts as office supplies, industrial 
brushes. advertising specialties, col- 
lection aids and greeting cards. 


Catalog by Inquiry Only 


Each of the 2 million firms was 
mailed a third-class letter describing 
our catalog and its potential use. If 
the company wanted to receive a free 
copy of our catalog. they filled in a 
reply card, attached postage and 
mailed it to us, Because of the ex- 
tremely high cost of our big beautiful 
book. we must be certain that the 
catalog gets into the proper hands. 
Our tests show that this type of a 
solicitation program results in more 
business per catalog mailed at a 4; 
lower selling expense ratio, than if 
we were to mail the catalogs “cold” 

that is. without a request from a 
company. 

We do not solicit requests from 
any individuals. At one time in the 
past. under a controlled test program, 
we mailed a limited number of cata- 
logs to individuals who had_ volun- 
tarily written to us requesting our 
book. The results of this test showed 
that a catalog mailed to an individual 
produces less than half of the busi- 
ness of a catalog mailed to the small- 
est type of a business firm. 

It is therefore a basic premise of 
our circulation program that if a 
catalog is sent to a business establish- 
ment, regardless of its type or size, 
the catalog has a much greater chance 
of receiving multiple use. 





PROMOTION TO TOP 
MANAGEMENT NEEDS THE 


a i PERSONAL 
ARTI a TOUCH 


Firm Buoni, Praise, Rowers, Thome, Jnttinnas, Latters of Mori 
Commer Mars Reeth Mshimge en, Aoventn, Restraints, and 


Drcwinmnante of all Kings, Primens, wr Prag, of what Nitivn, Condition. 
© Sally meee, Berraiy of the Master and Marinas... PF 


A message printed on muslin and a 
two-color card were important elements 

of this attention getting mail promotion 
to top executives. Each letter also included 
a facsimile of an antique insurance policy. 


(See insert opposite) 


One of the drawbacks of mailing to ular mail omotion to top manage serted opposite}. A second element 


a businessman at his office is that he ment. of the mailing was a piece of muslin 


For the past two vears, they have upon which was printed an extract 


from the terms of the policy. This 


doesn't alwavs get to see yout promo 


tion piece That's because vour letter been creating programs for national 
package, or card has to infiltrate insurance afhliation Alexander, Sex muslin was printed with an A. B. 
Dick 350 press, with slip sheets in- 
cies who handle insurance for large serted between each piece of muslin. 
This was necessary to provide enough 


through a battery of mailing room ton & Carr, a federation of six agen- 
clerks, receptionists and/or secre 
taries to reach your addressee. If he business firms. A recent effort for 
happens to be one of the top two oi AS&C’s New York member—Francis suction for the printing process, since 
three men in the company, your C. Carr-Fox & Pier, Inc., 149 Broad- the porous cloth would have prohib- 
chances are slim because the “first wav. New York 6. N. Y. illustrates ited proper function of the multilith 
readers” (God bless them) draw a Low this personal approach is put machine. 
salary to keep secondary matters oul into practice A third element was a 610” x 
of the busy executives hectic sched George Dwight. president of the 4” card, printed offset black and 
ule. Therefore if you want to reach New York brokerage firm, wanted to red, and explaining that modern 
Mr. President or Mr. Vice President reach 267 top executives of some of hazards of business, too, require ade 
or Mr. Chairman of the Board, you'd the larger firms in the New York area. quate insurance and safeguards. 
better have a pretty impressive—and \ campaign was created and de- The final element of each of the 
personal—bit of news for him signed around an ancient insurance 267 mailings was an auto-typed let- 
That's William Payson’s theory. policy issued by The United States ter, personally signed by George 
and one of the reasons for the out- Insurance Company of Philadelphia Dwight. In most cases, Mr. Dwight 
standing success of the Creative Ser\ on August 6, 1829. This policy, issued signed only his first name, and on 
ices Department of Bruce Payne As to Mr. William Lewis of Fall River. half the letters. added his own per- 
sociates Inc. (management consult Massachusetts, insured his shipment sonal post script. 
ants) at Westport. Connecticut. For of 21 bales of domestic muslin on the These letters were typed on en- 
the past four years, this department journey from Fall River to Philadel- graved stationery, and the entire 
has been enhancing and supplement phia mailing package policy, muslin, 
ing Bruce Payne’s normal endeavors The policy was reproduced offset card and letter—were sent out with 
with highly personalized and specta on Nekoosa stock (See sample in- i / 
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No. 5958. 


UNITED STATES INSURANCE COMPANY, 
OF PHILADELPHIA. 


ewgergas, liam Lies 

in 4 own Name , s for and in the name and 
insured , or shall appertain, i iff the whole, de 
tam, to be tenured ia tho Sem of es pad shor 
Dollars, lost or not lost, at and from 








apen all kinds of lawful Goods and Merchandise, laden or to be laden on board of the good Mov called the 
whereof is Master, for this present voyage (matte —— or whosoever 
tee shall go for Master in the said vessel, or by whatsoever other name or names the said vessel, or the Master thereof, is or shall be named or called: Beginning 
tae re upon the said lawful Goods and Merchandises, from, and i diately following the loading thereof, on board of the wid vemsel, at  nmeesmmnmnet 
Fat . . aforesaid, and so shall continue and endure until the said (.cods and Merchandises shall be 
satily landed at | Pal ad aforesnid, and it shall and may be lawful sor the said vessel in her voyage 
aforemid, to proceed, and to’sai! to, touch and stay at any ports or places, if thereunto obliged by stress of weather or other unavoidable accident, without preje- 
@ice to this Insurance. Touching the adventures and perils, which the assurers are contented to bear, and take upon them in tais voyage, they are of the Seas, 
Men of War, Fires, Enemies, Pirates, Rovers, Thieves, Jettisons, Letters of Mart and Counter Mart, Surprisals, Takings at Sea, Arrests, Restreinis, and 
Detainments of all Kings, Princes, or People, of what Notion, Condition, or Quality soever, Barratry of the Master and Mariners, and ali other perils, losses, 


aie which have or shall come to the hurt, dgfriment, or damage of the said Goods or Merchandises, or any part And im case of any los or 
. it ’ 

















i be lawful to and for the assured, factors, servants, and assigns, (and the said assured on , part agrees and engages by 

factors, servants, or assigns) to sue, labour and travel for, in and about the defence, safeguard, and recovery of the ssid Goods 

and or any part thereof, without prejudice to this Insurence; to the charges whercof the assurers will contribute according to the rate and quantity 
of the sum herein insured. And it is agreed by the assurers, that this writing or policy of insurance shal) be of as much force and effect as the surest writing or 
policy of assurance heretofore made in any of the United States of America, or elsewhere. And so thf assurers are contented, and do hereby bind the capital 
mock, and other common property of Tux Uxiten Srares Ixsunance Comrany, to the assured executors, administrators, and essigns, for the tree 


performance of the premises, confessing (h ives paid the consideration for this » after the rate of 
a ) a 
—_—— “ prota Pp bud 
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and in case of loss, the assured is to abate two per cent; such less to be paid in thirty days after proof and adjustment thereof; the amount of the note gives fer 
the premium, if unpaid, being first deducted. ProviVed always, and it is hereby further agreed, That if the said assured shall have made any other assurance 
upoe the premises aforesaid, prior in date to this policy, then the assurers shall be answerable only for so much as the amount of such prior assurance may be 
deficient, towards fully covering the premises hereby assured: such amount being understood to be the whole sum underwritten, without any deduction for the 
insolvency of all or any of the Underwriters; and that this policy, so far as the property has been previously insured, shall be considered as null and void to all 
intents and purposes: And the ssid Tue Uxiten States Ixsunawce Company, shall return the premium upon so mach of the sum by them assured, as they 
shall be by such prior assurance exonerated from. And that in case of any insurance upon the said premises subsequent in date to this policy, the ssid Tas Uniram 
Staves Ixsvaance Comrany shall nevertheless be answerable for the full extent of the sum by them subscribed hereunto, without right to claim contribution 
from such subsequent assurers; and shal! accordingly be entitled to retain the premium by them received, in the same manner as if no such subsequent surance 
had been made. 


xu weercet, the mid — ev States Insurance Company have caused their common seal to be affixed to these presents, in Philadelphia, 
thes Day of a im the Year of our Lord one thousand eight hundred and (0600s 





al 


SMemoranVa. 1: is agreed that Salt, Wheat, Indian Corn, Pease, or any other kind of Grain; Malt, Bread, and Dried Fish, stowed in bulk, Leaf Tobaces, 
whether in Casks or otherwise; Fruit of all kinds, and any other articles that are perishable in their own nature, are warranted by the assured free from average 
untem general. All other goods free from average under five per cent. unless general. 

It is further agreed, that in all cases of loss under this policy, where the goods arrive at this port, the assured or consignee, must give notice to this Company of 
the same; and also of any public mie intended tc be made in consequence of such loss or damage, at least three days previous to such sale. 

In all cases of return premium, one half per cent. upon the sum insured shall be retained by the assurers: and it is mutaally agreed, that no part of the premium 
shall be returned or abated, on sccount of any deviation which shall be made by the owners or their factors, from the present voyage. 

It is matually agreed, that the assured shall not abandon in consequence of the port of destination being blockaded, bat shall have liberty to proceed to ome other 

neighbeuring port not blockeded, at the risk of the assurer. And in cese of capture or detention, not to abandon in less than sixty days after advise 
condemned 





Waevaesed by the ensured free from any charge, damege, or loss, which may arise in consequence of a seizure or detention of the property for, or on sceount 


of any iMicit or prohibited trede. 
It is alse agreed that no assignment ef this Policy shall be valid, unless the premium or note given therefor, and all sums due the company by the assured, 
shall have been previously paid or secured to the satisfaction of the assurere. It is also agreed that Hides, Skins, Flax, Hemp, and Hempen Yara, are warranted 


by the assured free from average, unices general. 
"a 


—— 
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matching engraved envelopes. 

Results from this mailing have 
been excellent. George Dwight re- 
ports over 54 written replies to the 
mailing, and innumerable telephone 
calls and personal expressions of 
opinion. “Without exception,” he 
comments, “they have all been highly 
commendable.” 

Some sample reactions: 

“I think our insurance people will 
enjoy seeing this bit of history as 
much as I did, and I am taking the 
liberty of forwarding my copy of the 
policy to them.” 

President oj a large oil company 

“Thank you for your letter of July 
13th and the attached brochure 
which was extremely interesting. We 
would be most happy to see you any- 
time. Please call us and we will ar- 
range a date.” 

Top executive, large steamship 
corporation 

“If you want to talk insurance, | 
should be glad to introduce you to 
Mr. who heads our In- 
surance Department.” 

President of large film 
corporation 

“This is really fascinating, and | 
will treasure it as a valuable piece of 
insurance history. Incidentally, | 
think it very effective promotion.” 

VP and Treasurer of a 
national magazine 

This particular mailing piece is 
being used, not only by the New 
York firm of Francis C. Carr-Fox & 
Pier, but by the other five brokers in 
the Alexander, Sexton & Carr affilia- 
tion: Alexander & Company of Chi- 
cago; Charles W. Sexton of Minne- 
apolis, St. Paul and Portland; Alex- 
ander, Sexton & Carr of California; 
Alester G. Furman Co. of Greenville. 
S. C.; and Allen, Russell & Allen of 
Hartford, Connecticut. Recent reports 
from Chicago show that Alexander 
& Company is experiencing similarly 
fine results with their efforts. 

In each case, the mailing package 
is sent bulk to the originating broker 
so that letters (ready to mail) can be 
signed and post scripts added. Alto- 
gether, 2600 will be mailed out from 
the six offices. 

Avery Press 

By the time you read this story, 
there will be no more Creative Serv- 
ices Department of Bruce Payne As- 
sociates. It will have been officially 
changed on October Ist to the Avery 
Press, located at 1 Avery Place, West- 
port, Connecticut. Bill Payson, who 
had been Vice President of Bruce 
Payne in charge of the Creative Serv- 
ices Division, becomes President of 
the “new” firm. 
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1 Lewis of Fall River, Massachusetts, 
satin 


> bales of domestic muslin destined 
rates, Rovers and Detainments of Kings. ' 


eproduced here the interesting policy covering thi 


Lewis paid $6.00 prem 


And on a piece of "domestic m 


1 and one dollar for 
in" we have printed the 
y, 131 years ago. 


atly changing busine: 


¢ fallout -- reminds us of the need for 


tion in planning safeguards against the unforeseeable 


Avery Press will continue to func- 
tion as a producer of creative cam- 
paigns to teo management personnel. 
Officially, it is a subsidiary of Bruce 
Payne Associates. 

Bill Payson sums up Avery’s func- 
tion this way. “Whenever a product 
or service of high value is sold to a 
market of individuals identified by 
name, the most effective promotional 
medium is a personal message. When 
this message is so created as to pass 
beyond the limit of advertising, and 
be carried into an executive’s home 

.or framed and hung upon his 
office wall...then the art of promo- 
tion has indeed achieved stature.” 

Like Alexander, Sexton & Carr, 


i policy interesting and provocative. 
Sincerely yours, 


Cav 
orge ht 


resident — 


Automatically typed letters were sent to each 
executive, all were hand signed by Mr. Dwight, 
and about half included personal post scripts 
at the bottom. 


most Avery clients are interested in 
only a few individuals. One client 
believes there are only 167 persons 
who are in a position to buy his prod- 
uct. Their largest client addresses 
3,624. 

Direct mail, to be read, must be 
informative, interesting or entertain- 
ing. To do a job, it must affect the 
reader—make him buy, send an in- 
quiry, arouse his curiosity, or per- 
haps just remember your name a 
little better. 

Promotions such as the one de- 
scribed on these pages go a long way 
toward increasing the stature of the 
mails as a medium of advertising. 
We'd like to see a lot more. ¢ 
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seems to be unnecessary to prove 


I 
— mailing list is the vital link 


between your business and your pros- 
pective market. All of the experts 
in direct mail concur in this. But 
the important point is that no mailing 
effort can successful if it is di- 
rected to the wrong audience. 

For a critical examination of the 
subject of compiled mailing lists it 
would seem appropriate to start with 


be 


the mailer, 

Far too many 
casual attention to the mailing list 
in developing their direct mail pro- 
gram. A mailer will often plan his 
strategy, prepare copy, go into pro- 
duction and then as a kind of after- 
thought give some attention to the 
mailing list which represents the 
market to which he will address his 
advertising attention. In many cases, 
at this point, a timetable has further 


mailers give only 


complicated matters so that an ade- 
quate job of preparation of the mail- 
ing list cannot be performed. It is 
my opinion that this “low man on 
the totem pole” treatment is respon 
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what's wrong with 


MAILING 


LISTS 


The people who compile them 


and the people 
who use them 


by Bernie Fixler, Creative Mailing Service 


REPORTER’S NOTE: The list business, 
like every other business, has its 

bead apples—people who will take the 
quick buck and ignore the consequences. 
And like most businesses, it has 

many customers who allow questionable 
practices to exist. In this article, 

Bernie Fixler speaks frankly about the 
people who compile and the people who 
buy lists. Some of the things he says 
aren’t so ‘nice,’ but his criticism is 

well deserved by many practitioners 

in the list business 


sible for more failures in direct mai! 
efforts than any other single factor. 

The more experienced direct mailer 
begins with his list and uses this as 
the base for his entire operation. 
Unless you know the list to be used 
and have a good working knowledge 
of what constitutes such a list, how 
can you effectively prepare copy o1 
format ? 


More 


direct mail 
from 


copy 


and more 
users are benefitting 
of motivation, _ better 
proaches, improvements in paper and 
the use of color, more creativity in 
the design of envelopes and ad- 
vancements in the mechanical 
esses of reproduction. But we are still 
using “horse and buggy” thinking 
on the subject of mailing lists. We 
more realistic thinking from 
mailers about the market to which 
they intend to direct their efforts. 
And let me spell out for you what | 
mean by this. A compiler will often 
receive an inquiry somewhat as fol- 
lows, “I am in the fruit shipping 
business and I would like a mailing 


studies 
ap- 


proc- 


need 


list of people who buy fruit by mail.” 
The request itself is enough indica- 
tion that the mailer has not given 
much thought to the entire subject 
of mailing lists. The only possible 
source for such a list would be a di- 
rect competitor and it is unlikely that 
such a list would be available to 
this mailer. Another example of foggy 
thinking on the part of list buyers 
or mailers is when they request too 
highly qualified a list. For example, 
a list compiler will get a request for 
10,000 Ivy League junior executives, 
with a salary range of $15,000 to 
$20,000, married and the father of 
two children, owning two cars, but 
having a one car garage. The ex- 
ample may be extreme but the point 
is that mailers frequently request 
lists that do not exist and cannot be 
obtained. 

Most mailers should concern them- 
selves far more than they do with 
mailing list sources. How are the 
names obtained? How are they put 
together? If they find any reluctance 
from a compiler to give this source 


THE REPORTER OF DIRECT MAIL ADVERTISING 





“A list compiler advertised a year ending clearance sale on lists on his shelves. He 
was willing to dispose of these at a reduced rate. This is the equivalent of running 
a sale on last year’s newspapers. In either case the buyer would wind up with 
some good material with which. to start a fire.” 


information, they have every reason 
to be suspicious. They should know 
that compiled mailing lists are ob- 
tained from directories that are pub- 
lished, from inquiry names that were 
made available and in some cases 
from names that were developed from 
newspapers, trade magazines or other 
similar original source. A paper job- 
ber would have no reluctance to make 
product information available. If you 
insist upon knowing what mill made 
the paper, the rag content, the direc- 
tion of the grain or any other per- 
tinent information about the prod- 
uct the information is yours for the 
asking. Why is this not true of lists? 
Secret sources for mailing lists are a 
thing of the past and should be re- 
garded very suspiciously. You should 
be able to buy a mailing list as you 
would buy any other service or prod- 
uct. It is your right to examine it, 
to see what it is made of, to ask 
questions as to how it was put to- 
gether and to reject it if it is not 
what you wanted or ordered. 


Beware of the ‘Systems Man’ 


For those mailers whose objective 
is to build a prospect or house list | 
cannot recommend too strongly that 
they decide at the outset to devote 
some real thought, sufficient time and 
a reasonable amount of money to the 
project. If they have the necessary 
personnel and facilities to do their 
own compilation they must be pre- 
pared to investigate and obtain the 
best possible source information and 
to provide the necessary close-in su- 
pervision of the project. 

One of the pitfalls is to beware of 
the “systems man” and the “super- 
duper equipment salesman.” Remem- 
ber your basic objective . . . which is 
to assemble in one place a list of 
prospects for your product or serv ice 
arranged in such a way that you can 
approach them most effectively with 
your direct mail. Remember too, that 
a list is an ever-changing thing 
thing which must adapt itself to the 
ever-changing requirements of your 
business. It is all too often the case 
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that the “electronic-brain system 
man” and the “quota-minded equip- 
ment salesman” develop techniques 
that are inflexible and install pro- 
cedures that are awkward and overly 
expensive. It has been our experience 
that it would be far better to do the 
basic compilation on 3x5 cards and 
to use the list in this form until 
all the kinks are ironed out. You 
can then modify the compiling tech- 
niques while the list is being as- 
sembled. It should not go into me- 
chanical form until it has been prop- 
erly cleaned and until the proper 
method of list usage has been es- 
tablished. Unless you approach the 
problem in this way you run the 
risk of putting your list operation 
in a straight jacket. You sacrifice 
your ability to develop your pro- 
cedures in accordance with good di- 
rect mail practice. Once you have 
determined the proper specifications 
for the list, corrected, enlarged or 
refined it to its proper size and know, 
with a fair degree of certainty, how 
it will fit into your selling program 
you can then convert to the mechan- 
ical system that suits your particular 
needs. Thousands upon thousands of 
dollars are being wasted in direct 
mail today because this simple, sensi- 
ble procedure is not followed. 


Advantages of Specialization 


Now, let us turn our attention, if 
you will, away from the mailer or 
buyer of mailing lists and look for 
awhile at the other end of the pic- 
ture, the supplier or sources of mail- 
ing lists. 

| ask you to accept at the outset 
that there is no such thing as one- 
stop service in mailing list compila- 
tion. The fantastic growth of direct 
mail in the past twenty years has 
made it necessary for more and more 
specialization in this field. This 
should not be surprising because all 
of industry has gone through this 
same change. There is no organiza- 
tion in the country today with the 
know-how, facilities and personnel to 
provide compiled mailing lists of all 


types that may be requested. For- 
tunately, for direct mail, we have 
seen the emergence of specialists in 
many specific fields of compilation. 
If you want mailing lists in the med- 
ical field, for example, you can go 
to a firm which concentrates all their 
efforts in developing lists of doctors, 
dentists, veterinarians and allied 
fields of medical practice. With the 
money available to these firms and 
the amount of activity over their lists 
there is littke question that they can 
do the best job in their specialized 
field. Similar specialists in other 
fields of compilation are firms that 
build educational lists of grammar 
schools, high schools, parochial 
schools, or colleges and the person- 
nel normally found in such institu- 
tions, The more highly specialized a 
list compiler is the more likelihood 
that his product will be something 
that you can safely buy for your di- 
rect mail program. This tendency on 
the part of buyers to insist on one- 
stop service may be the least trouble- 
some but it is also the least pro- 
ductive. 


No Hocus Pocus 


Now, there is nothing mystical 
about a compiled mailing list. You 
don’t play an Indian flute and have 
it come floating up out of a pot on 
an alphabetically and geographically 
arranged set of 3x5 cards. When you 
find it necessary to go to a list com- 
piler to obtain lists you should recog- 
nize that for the most part the 
compiler will work from sources that 
are available to everybody. In setting 
up this kind of a contact and to as- 
sure yourself that you are working 
with the proper list compiling firm 
you should, if possible, visit their 
shop. You should inspect their li- 
brary of source material, take an in- 
terest in the methods they use to 
compile mailing lists, and examine 
their quality control system. You have 
the right to assure yourself that the 
compiler has the necessary experi- 
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ence and background to help you 
to find, isolate and supply the kind 
of list that will provide the best 
possible market. The list compiler 
who is overly secretive about his 
sources of information, who is re- 
luctant to have you visit his plant, 
or refuses permission for you to buy 
a test section for examination should 
cause you to think twice about using 
him as a source. 

We must face up to the fact that 
there are far too many abuses in 
the sale of mailing lists in our in- 
dustry. By way of illustration let us 
review a few of these. 

{ “list compiler” 
year-ending clearance sale of lists on 
his shelves, He was willing to dis 
pose of these at a reduced rate. This 
is the equivalent of running a sale 
on last year’s newspapers. In either 
case the buyer would wind up with 
some good material with which to 
start a fire. Instead of trying to 
merchandise this obsolete junk, the 
compiler would have performed a ser- 
vice to direct mail and to himself 
had he made his own fire. 


advertised a 


As a list compiler, and knowing 
the limitations of the source ma- 
terial available to us, it seems to me 
to be outrageous to use this flotsam 
and jetsam. The surplus lists were 
acquired over a long period of time. 
They were by-products of jobs com- 
pleted and paid for by others. You 
should reject these “bargain counter” 
closeouts on anything as vital to yout 
direct mail as your mailing lists. 

Here is the actual experience of 
one of our largest weekly magazines 
which was duped by an unscrupulous 
list compiler. The magazine was of 
fered to test a list of some 40,000 
names. The result of the test being 
successful, they mailed the balances 
of the 40,000. A short time later the 
compiler approached the magazin 
to say that the second half of the list 
some 51,000 names, was now ready 
And what do you think they re 
ceived? The original 40,000 that they 
had recently mailed plus 11,000 new 
names. Unluckily for the compiler, 
the magazine had been conducting a 
price test in Pennsylvania, and that 
portion of the list had been held 
aside from the first mailing. When 
several lists were interfiled for Penn- 


sylvania it became obvious that the 
two sections of the list duplicated 
almost 100%. 

And still another illustration. A 
compiler was asked to supply a list 
of hunting and fishing license hold- 
ers for several upstate counties. The 
names were supplied . . . right out 
of telephone books. It is altogether 
possible, more than that, it is most 
probable that the victim in this case 
attributed the lack of response to the 
failure of direct mail advertising. 
This case, just cited, comes from 
what I like to call the “You name 
it, we've got it” approach to list 
selling. 

In large measure this attitude has 
come about because people seeking 
lists don’t like to take no for an 
answer, By expecting a list house to 
have everything, which is admittedly 
the quick way out, the list seeker has 
forsaken discriminate buying and be- 
comes a real sucker who will take 
anything offered to him. 


Nixies 

Let’s think for a few minutes about 
nixies. This seems to be one of the 
sore spots in this whole area of ac 
tivity. It is responsible for most of 
the complaints lodged against list 
compilers and list sources. At the 
time a directory is published it con 
tains many, many listings that are 
undeliverable. It has been estimated 
for example, that as of the date of 
publication a city directory is often 
ten to fifteen per cent inaccurate. 
While the percentage may vary the 
inaccuracy exists to some degree in 
all directions. It is just good sense 
for us to watch the date of publica- 
tion of any directory that we use or 
recommend. It is sometimes the wiser 
course, however, to accept a higher 
rate of undeliverability in order to 
provide a more pinpointed market 
when there is no other way to reach 
this market. 

In the final analysis the mailer 
should be more interested in what 
he gets back by way of orders, re- 
plies, inquiries or leads and not be 
overly concerned by what he consid- 
ers to be an excessive rate of nixies. 
Our business, economically, is fairly 
simple. It costs us so much to go 


into the mail and we normally look 
for so many inquiries or orders on 
which we can then place a dollar 
value, It is conceivable to me that 
you could tolerate a 50 per cent un- 
deliverability rate if the amount of 
business generated is sufficient in 
spite of the nixies and the audience 
can not be reached in any other way. 
The true yardstick of a mailing list 
in a direct mail effort is what you 
get back, not in the way of nixies 
but in number of inquiries or volume 
of business. For some mailers a par- 
ticular directory represents an ideal 
market. Unfortunately, such a direc- 
tory may not have been published 
recently and may be 2 to 3 to 5 
years old. Since it represents the 
only possible access to the market 
being sought it should be tested or 
used but only with the concurrence 
of the mailer after he has been told 
that the source is out-dated. 

This is not to imply, however, that 
there is a legitimate excuse for ex 
cessive nixies on every list. There 
are many abuses involving an ex- 
cessive rate where there is no legit- 
imate excuse. In one case that I know 
of, a mailer sent out 500,000 cata- 
logs to a general business market 
and received over 50,000 back as un- 
deliverable. This is inexcusably bad 
list practice. There are available to 
us good sources for updating the 
general business list. But the number 
of nixies from a list is only one yard- 
stick. A list can be highly deliverable 
but represent the ie potential 
market, My guess is that many mort 
mailings flop because they are sent 
to the wrong audience. 


List Sources 


Let’s be very basic about our sub- 
ject just for a minute and ask where 
do compiled mailing lists come from. 
In almost every case a compiled mail 
ing list is put together from infor- 
mation that was originally printed 
by someone else. There’s nothing 
mysterious about all of this. Ninety- 
five per cent of all the compiled mail- 
ing lists being offered today came 
from a directory that somebody else 
published from such things as mem- 
bership rosters, telephone books, con- 
vention rosters, trade association lists, 
rating books, automobile registration 

(Continued on Page 68) 
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ag gee for sending us your di- 
rect mail,” said the prospect. 

That remark really got through to 
one of the salesmen in the Dayton 
Industrial Products Division (Print- 
ing Rollers and Supplies) of the 
Dayco Corporation (formerly the 
Dayton Rubber Company). 

“I never thought I'd live to see 
the day”, he said, “when a prospect 
would thank me for sending him ad- 
vertising . right out loud where 
everyone could hear. 

“Then I got thinking about our 
mailings”, the salesman went on, 
“And realized that I used to spend a 
half hour or so on every important 
call, just warming the prospect up. 
Now 
there.” 

How did this highly desirable state 
of affairs come about? 

Well, for 
Dayco has been using direct mail 
as a part of its sales staff, to make 
regular friendly 
personal calls. The major part of 


he’s already warm when I get 


over 15 years now. 


between 


mail-calls 


OCTOBER, 1960 


meet Dayco’s 


newest employee 


The smiling fellow is called The 
Happy Printer, but he’s really not 
a printer at all—he'’s in Dayco’s 
advertising department. Because, 
for the past year or so, he’s been 
one of this company’s top sales- 
men. Through the mails, of course. 
His face has been plastered all 
over dummy beok jackets, record 
albums, coloring books, and at 
one point, he sent each prospect 
@ paper printer's hat. Happy is 
the brainchild of Toledo, O., direct 
mail creator John Yeck (Yeck & 


Yeck), who passed the story on to 


us. We liked. Think you will, too. 


PRINTER 


their efforts, through the years, has 
of cartoons and old- 
time photos titled ‘“‘Remember 
When”. This program has been suc- 
cessful and was recently expanded. 

Instead of simply increasing the 
frequency of “Remember When” 
mailings, however, they decided to 
concentrate the additional effort on 
their most important prospects. Like 
most companies, their salesmen found 
it relatively easy to contact key in- 
dividuals in smaller companies, but 
tough to reach the men who make 
decisions in the large printing plants. 
They wanted some help. 

As a result, Jack Young, the com- 
pany’s advertising manager, got to- 
gether with Graphic Service, in Day- 
ton, their long-term source for direct 
mail programs, to talk about the 
problem. 

Young wanted to continue the 
friendly, human spirit of the “Re- 
member When” series, yet develop 
something that would do a _ better 
job of demonstrating the top-quality 


been a series 


printing produced by Dayco products 


on all kinds of stock. 


As a theme, the agency suggested 
the use of items which are normally 
printed, but not normally used as 
advertising pieces. This idea, mixed 
with generous helpings of imagina- 
tion and humor, plus constant em- 
phasis on benefits-to-the-buyer, pro- 
duced a striking series of interesting 
pieces that are quite likely to be kept 
by recipients. 


It was also decided the series would 
be built around a central character 
called the Happy Printer — and that 
each unusual mailing would be ac- 
companied by a letter from N. H. 
Nielson, sales manager for Dayco. 

The first mailing developed for the 
series was a 45 rpm record jacket 
entitled, “Music to Make Money By” 
by the Happy Printer and His Band. 
On the cover was a large photograph 
of the Happy Printer, with paper hat 
and pipe, and line drawings of the 
Dayco products. The back of the 





jacket describes the “music”. Opus 
| described the advantages of using 
Dayco rollers, Opus 2 rhapsodized 
and the Finale wished the 
“Many a Happy Dayico).” 
the cover was a reply card in the 


printers 
Inside 


shape of a record which the recipient 
could mail in for more information. 

The second mailing was a 16-page 
book called “The Happy Printer and 
His Dog,” “A child’s coloring book 
the cover proclaimed, “with a hidden 
message of profit for all printers.” 
Six colors were used on the cover. 
and a message on the back explained 
how all colors were printed by run 
ning it twice through a one-color 
press, using the Dayco Multi-color 
system. 

The inside pages, printed on color- 
ing book stock, told the story of a 
printer who'd had so much trouble 
with his printing rollers that even 
his dog laughed at his printing. As 
the book puts it, “ ‘J could do better 
than that’ laughed the dog, so the 
printer took him at his word and 
used the dog as a form roller for 


awhile. This really worked better 
than his old roller, but it gave Hans 
sore feet, so he went on strike. Just 
about that time, the printer received 
a card from Dayco like this one 
... When the printer returned the 
card, of course, his printing im 
proved, he became prosperous and 
the dog got lots of juicy bones. 


A “Whodunit”’ 


Following the coloring book. came 
a multi-colored book jacket “The 
Mystery of the Printer’s Profits”, a 
“whodunit” by the Happy Printer. 
It was printed on enamel stock, and 
scored to fit a book. The inside front 
flap told how Dayco fountain di- 
viders and split color separators had 
been used to control the intermingl- 
ing of colors on the packet; and 
the back flap was in the form of a 
reply card which the receiver could 
tear off and send in for more infor- 
mation. On the back of the jacket, 
under the heading “For Printers Who 
Want Profits”, is a summary of the 
imaginary “book” for which the 
jacket was printed. This traces the 
history of increased profits for the 
Happy Printer through a series of 
improvements in rollers, offset blan- 
kets and color separators, constantly 
asking the question, “Whodunit?” 
At the end, it reveals “the prota- 
gonist of profit for printers” 
Dayco, “They dun it.” 

The next mailing consisted of two 
18” by 24” sheets of Happy Printer 
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This unusual mailing piece looked like a 
record album when opened up. Inside the 
four-color sleeve was a cardboard record 
(unplayable) and a processed letter. Record 
could be made into a business reply card if 
recipient cut along dotted lines. 


Christmas Gift Wrapping Paper. The 
design on the paper consisted of a 
number of cartoons which had been 
used in the “Remember When” se- 
ries over the years, and the band 
around the paper explained how the 
sheets were printed. The accompany- 
“Santa” Niel- 
son (because, as he put it, he had 
“never ok'd payment for an ‘ad’ with 
less advertising . . . and I feel like 
attention to Dayco 

pay-for-themselves- 


ing letter was signed 


Santa calling 
products which 
and-then-some ... so you can almost 
consider your purchase of them a 
Gift-to-Yourself.” The back of the 
band was in the form of a reply 
card which read: “Dear Santa Claus: 
What I would like for the New Year 
is more information about those prof- 
it-producing Dayco products.” 

The fifth piece in the series was 
a do-it-yourself printer’s hat like the 
old-time newspaper printers wore. It 
was printed on newspaper stock with 
step by step instructions on how to 
fold it (in 14 easy steps) into a 
square paper hat. Completely folded, 
all the instructions were on the in- 
side where they didn’t show, with 
only a picture of the Happy Printer 
on the top and a message about 


(Continued on Page 119) 
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HOW AN ILLINOIS BANK 
PROMOTES AUTO FINANCING 


H™ good is syndicated direct 
mail? Can it transmit the per- 
sonality and character of the user, 
or is it a bland assembly-line collec- 
tion of undistinguished mail promo- 
tion? 

To a bank, the appearance and 
flavor of its direct mail is extremely 
important. A bank, moreso perhaps 
than any other type of business, must 
convey a feeling of friendliness and 
warmth while at the same _ time, 
important. A bank, more so perhaps 
project an image of dependability 
and solidity. Banks will go to a lot 
of trouble and expense to create a 
friendly “neighborhood” image. 
What happens, then, when a small 
midwestern bank purchased a ready- 
made direct mail program to increase 
its share of available auto financing 


dollars in its community? 


Pin Pointed Prospecting 


The syndicated direct mail pro- 
gram is R. L. Polk’s Pin Pointed 
Prospecting Program. recently de- 
veloped by Polk’s Bank Business De- 
velopment Program, 130 Fourth 
Avenue North, Nashville Tennes- 
see. The campaign consists basically 
of four self mailers which are pre- 
pared with purchaser's own individ- 
ual copy, addressed and mailed by 
Polk at Nashville. In addition to the 
four self mailers, subscribers to the 
plan also receive prospect cards for 
follow-up, monthly reports on new 
car registrations, and an_ optional 
telephone follow up service to selected 
names on the list. Central National 
incidentally, does not use the op- 
tional phone service. 

(Note: Ben Zucker, manager of 
this Polk program, reports that his 
initial promotion to 13,500 bank 
prospects to get them to subscribe to 
the program netted a 5% response.) 


(Continued) 
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YOUR CAR LOAN to your income 


easily...quickly...conreniently at 


Bey Lecelly 
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Above, the first self mailer in the 
program. Circled area shows portion 
where individual copy may be 
placed. Top left sample shows copy 
used by the Central National Bank 
of Sterling, Illinois. Below, samples 
of copy written by other banks for 
their own particular markets. Polk 
supplies certain guide rules of writ- 
ing of copy, which user may or may 
not follow as he chooses. 


FIRST NATIONAL BANK | 


OF HOLLYWOOD? 


BOULEVARD AT 20th AVE. 


= pets Pikst s NATIONAL BANK cn can te used to pay for 
tras that will add tc the eafety, com! 
a 3b onan of its use. 


Naturally you want your car financing to 
lowest cost that's the FIRST NA 1ONAL, WAY of 


financing. An automobile loan — FIRST NATIONAL 
represents the lowest cost and the soundest way to 
make your purchase of either a new or used car 


Payments are arranged to fit your income 
with Credit Life Insurance included you may 
choose your own insurance agent. 


When you decide to gee pe ne Neategety Le i) 
to FIRST NATIONAL and obtain ys ys 
our auto financing BEFORE YOu SION AN ANY CO) ACT 





SAMPLE REPAYMENT PLAN 
1 Bee, LOW MONTHLY PAYMENTS 
-_ NEW CARS) 

AMOUNT 36 MONTHLY 
FINANCED PAYMENTS 
81.000 00 $ 3203 
#1.500.00 8 46.05 

$2 000 00 $ 6406 








CREO LIFE INSURANCE INCL UDED 





Come in or coll MR. BEASLEY or MR. BARHYDT ¢ WA 3.466! 


THE CITIZENS NATIONAL BANK umes 


genes 


Are you thuabing through the new car catalogs these 
days? your eye for one of the 1900 
models > n new car into your 
budget easily, quickly and conveniently with a low- 
cost Citizens National Bank Auto Loan 


When you finance your new car through The Citirens 
National Bank you are establishing your credit Jocally, 
just in case you need it for some future use 


The Citizens Nationa] Bank offers automobile loans and 
financing for every need. Not only will we finance 

your new car at low bank rates, but we also will finance 
late-model used cars. We also will sake loans when you 
need money for any worthwhile purpose. 


We will appreciate your deposit business your check- 
ing eccount -OF savings account However you don't 
have to be # depositor to take advantage of The ( 
National Bank's loan and financing service When you're 
ready to buy that new or used car, here's all you do: 


Just call me personally at MElrose $-3134, mail the 
postage-paid card below, or drop 
location. Do it today! 


in at our convenient 


Sineerely, ~ / 


NC Ghat Kin a, 


Robert Lewin 
anosnannen Loan Department 
Aple Citizens National Bank 


You'll Like Banking at the Citizens 


FIRST NATIONAL HOMEWOOD BRANCH 














We appreciate your deposit business  . your checking 

account or savings account. However, you don't heve 

to be 2 depositor to take advantage of cur loam and 

fimancing service. When you're ready to buy thet sew 

car, here's al! you do: 

Call TREMONT 1.2133 and ask for Mr. Nef or 
Mr. White, or drop in at our convenient bank. 


The FI ASpoearjona BANK 


pee 





Results in Sterling 


Facts and figures from Don E. 
Cousins, Central National’s Assistant 
Vice-President (in charge of Con- 
sumer Credit) shows that the Polk 
program works very well in Sterling. 
Illinois. Here’s how Central National 
has employed this program. 

The list was compiled by Polk, 
and included owners of automobiles 
years old. These 
names were sent on to Central Na 
tional who in turn cross checked the 


between 1 and 5 


names against their files so that poor 
credit risks could be eliminated. In 
January 1960 when the first 
was mailed out, the list numbered 
1.588 owners of registered autos in 
that area. 

Copy on the 
and rewritten by Don Cousins from 
material suggested by Polk. Users 
of the program are not restricted in 
their copy matter; however, certain 
suides are furnished, and most banks 
prefer to follow these. Copy angles 
are up 


piec e 


mailers was edited 


and format (to some extent) 


to the subscriber. Each self mailer 
contains ample white space for print- 
ing the individualized copy. 

Central National's copy line to the 
auto owner is neatly summed up i 
three sub-heads; Buy Locally Fi. 
nance Locally Insure Locally. In- 
cluded is a chart showing monthly 
payments for various amounts to be 
financed, and the suggestion that 
financing locally is the 
venient low-cost way to purchase a 


most con- 
car. 

The last paragraph of copy listed 
three alternatives for the prospect: 
(1) Tell the dealer you want to 
finance with Central National (2) 
Call the bank and arrange for the 
loan or (3) come to the bank in 
person. For those interested in fur- 
ther information, a business reply 
card was printed near the bottom 
‘and perforated for easy removal). 
Central National 
pliers with a form letter, and an Aut 
Purchase Specification Card which 
called for a description of the car 


responded to re- 





Authorized Decler 
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Dealer Bank 
Auto Plan 


Frenchised Dealers 


The second self 
mailer in the 


to be purchased, cost, trade-in, etc., 
and a credit statement from appli- 
cant. 

The return to this first mailing 
(January) was just under 5‘< of 
the total number mailed, 4,588. 

On the second mailing (May), re- 
turns dropped off sharply to 1‘« of 
the remaining names after those orig- 
inally replying had been eliminated. 
However, neither of these figures in- 
cluded people who went to the dealer 
and requested financing through 
Central National. Don Cousins esti- 
mates business traceable to the mail- 
ings at about 20° of the 
list. 


original 


Barriers to Break Down 


All dealers in Sterling were in 
favor of the program except 
who thought that dealers should han- 
dle their own financing promotion. 
One of the that Central 
National faced was the long-time re- 
lationships of dealers with out-of- 
town financing companies. Prior to 
the bank’s promotion the three banks 
in Sterling were financing only 10‘: 
of purchased cars. ‘Through the Polk 
program, they created a desire in 
the purchaser to finance locally, and 
therefore, built relationships with 
local auto dealers. 


obstacles 


The second mailing piece prom- 
inently featured the names of local 
dealers participating in the bank’s 
plan (along with make of car sold). 
In addition, a yellow 
symbol which was then picked up 
by the car dealers and used in their 
showrooms, stationery, and so forth. 
The sign reads “One Stop”, and _re- 
fers to a single stop for sales, finan- 
cing, service and insurance. The bank 


“stop sign 


made no charge to dealers partici- 
pating in this program, and they in 
turn benefitted from the advertising 
given their showrooms through the 
bank’s self mailer. 

Since January, Central National's 
share of financing has risen from 
barely nothing to a point where they 
now finance all or part of the loans 
from 85% of the car dealers in 
Sterling. Mailing No. 3 has just gone 
out, and a fourth will follow 
shortly. The total cost of the Polk 
program for Central National is 
$2.796.96, 

Has it been a success? Remember 
that one fellow who objected to the 
bank’s plan. Well, within 60 days of 
the first mailing he was doing busi- 
ness with the bank, and at this mo- 
ment, Central National is handling 
about 60% of his financing. 

Any questions? @ 


Bac hme ic “ lLymout h-Desot o-Valiant 
Ewing Motor 


Glenn Motors 


Central's program 
featured the 
names of partici- 
pating dealers, 
what they sold 
Yellow stop-sign 
symbol was pick- 

ed up by many 
All Model Used Cars 
Select Used Cars and Pull Service dealers and prom 
Used Cars In Town inently displayed 
Used car Sales and Service 

in showrooms 


k-Lark-Imports 

»ige-Chryeler 
Haldeman Moto xhaul -Pont tac 
Heide Mot t-Mercury-Lincoln 


Myers For con-Pord-Thanderbird 


Used Car Beater 


Newe at 


Sul ouruty 


Insurance 


BUSINESS REPLY MAIL 


we pentage stamp necessary 
postage wil be pend by 


The CENTRAL NATIONAL BANK 
OF STERLING 
302 FIRST AVENUE 
STERLING, ILLINOIS 
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ideal for printing ANNUAL REPORTS 


as well as other company literature. 


Up for Top Award in 
Financial World's yearly 
selection for ‘Best ir: 
Reports” for 1959 is the 
Rochester Gas and Electric 
Corporation Annual Report 
— a Merit Award Winner 
announced in the June 29 
issue — Printed on Poly 
chrome Dull Coated Book 


IN COLORS, TOO! 


Choose from India, Pink, ivory, Blue, 
Green, Canary, Tan or Gray — Basis 
80% or, white — Basis 70-80-100 
Write for complete Portfolio Kit of 
plain and printed samples. 


It lends an aura of prestige and quality 


and prints beautifully by letterpress or offset. 


POLYCHROME Dull Coated Book offers so many assets to 

the balance sheet of good printing that its selection for use in Annual 
Reports (and other literature) practically insures the best reception. 
Note how clear and legible the numerals, text and halftones appear 
to you on this insert. That's because POLYCHROME was especially 
developed to make the printed page easier to see, read and study 
under artificial light. POLYCHROME presents all printed matter to best 
advantage because its smooth, dull surface eliminates the distortion 
and eye strain of light bounce and glare. In addition, its texture and 
finish are impressive and lend a feeling of value, substance and 
richness to any printed piece. POLYCHROME in white, or a choice of 
attractive colors, offers a wide range of presentation possibilities — 


including advertising for direct mail. 


THE APPLETON COATED PAPER COMPANY 


appleton, wisconsin 


THIS INSERT PRINTED BY OFFSET ON POLYCHROME—25X38-100 





cd direct mail is the straight-line, person-to- 
ian route to your sales objectives . . . the efficient, 
lpwest-cost-per-sale way to greet each customer 
or prospect by the most important word in the 
world to him — his own name .. . to relate your products or services to his own 
purposes and needs . . . to-open doors for order-producing sales calls. 
In proof we cite the success of direct-mail programs we have originated for many sales 
leaders throughout Mid-America . . . marketing a diversity of items ranging from executive 
aircraft to cattle feeds, from life insurance to oilfield equipment. 
We'd like to review with you the ways our direct-mail planning can profitably 
help fulfill your marketing aims. No obligation ane please write or call 
us today . . . Gifford M. Booth, vice president - sales director at Wichita, 


HObart 4-1364 ... person-to-person. 


Serving Mid-America with planned communication-in-print ie 


O those who can see, Braille is 
an oddity—something foreign to 
their “complete” lives. But to many 
of America’s 355,000 legally blind 
men, women, and children, Braille is 
often the only avenue to literature and 
education. Nevertheless, people with 
sight are curious about blindness, and 
are interested in its causes and effects. 
To raise funds for their never-end- 
ing work for the blind, and to help 
educate the public toward Braille and 
blindness, The American Foundation 
for the Blind, 15 West 16th Street, 
New York 11, N. Y., mailed out a 
pocket sized Braille calendar and a 
letter from publisher Bennett Cerf, 
chairman of the project. 

The direct mail package of calen- 
dar, letter and reply envelope went 
out to 210,000 names using 8 lists 
rented on a one-time basis from 8 
luxury product houses and intellec- 
tual magazines; and a house list of 
lapsed names over 3 years old. 

The 8 lists rented were Plummers, 
Mark Cross, The Reporter magazine, 
Lewis & Conger, Doyle Stationery, 
Rodale’s Word Finder, Kozak’s, and 
a compiled list of 48,700 names from 
a large list compiler. This list is nor- 
mally used by publication for circu- 


sight 


lation promotion. 

The latter list was the only one that 
failed, bringing in $5600 at a cost 
of $6000. The best list was the house 
list of 7338 names which brought in 
$4369.15 at a cost of $757.87. The 
outside lists that worked best were 
from Doyle’s and Lewis & Conger. 

Overall, the campaign grossed $35.,- 
521.71 at a cost of $23,697.90. The 
actual number of returns was 10,757 
out of 210,000, which is described by 
The Foundation as excellent, and far 
better than usual. ( While the cost may 
appear high at first, it must be re- 
membered that these outside lists pro- 
vide names for the house list—names 
that will eventually produce as well 
as or better than the house list cited 
above.) 

The package was created, letter 
written, and production handled by 
Miss Emily Klinkhart of The Foun- 
dation. She got the idea for the cal- 
endar when she spotted a pocket-sized 
plastic calendar being used by a large 
midtown bank. She promptly asked 
who produced it, discovered it was 
Brown & Bigelow. 

B & B had never produced a Braille 
calendar, but were willing to try. 
Neither they nor Miss Klinkhart were 


sure the raised dots could be punched 
into the plastic, but after several at- 
tempts, an acceptable reproduction 
was achieved. The cost of the calen- 
dars was about 114¢ each. 


\ thank-you card was mailed out 
by The Foundation to each of the 
10,757 who contributed. The “thanks” 
was written both in print, and in 
braille. 

This program has proved so suc- 
cessful that The Foundation plans to 
repeat it late this Fall. Mailing will be 
upped to 500,000. Again, the braille 
calendar will be used, but cost will 
drop below l¢ each on the larger 
run. 

Only one change is anticipated. 
While the calendar described here 
featured a color photo of a man walk- 
ing into The Foundation’s offices, the 
new calendar will utilize a _photo- 
graph of Helen Keller at age 7, and 
signed in her handwriting. Because 
of Miss Keller's identification with 
The Foundation, and current interest 
in her story (i.e. the Broadway play 
The Miracle Worker) Miss Klink- 
hart feels the new effort may outshine 
even this outstanding fund raising 
promotion. e 


AMERICAN FOUNDATION FOR THE BLIND, INC 


Good Neighbor: 


November 1959 


Just shut your eyes and run your fingers along the raised dots on the 
enclosed calendar. This will show you how blind people can look up a 


date in advance. 


But using a braille pocket calendar is not quite as simple as this may 


sound, Let me explain. 


Braille is bulky. Consequently, this little calendar is only a reference 


had every day of every month on it like the usual pocket calendar under- 
neath it, it would be 12 pages long and four by five and one half inches 
in size, 


tool. It has on it the word "Calendar," the year, and the day of the week 
on which the first day of each month falls. That's all--no more. If it 


Naturally a blind person cannot tuck a bulky article like that in his 
pocket so he must calculate the rest of the dates mentally. For example, 
he must remember that the Sth, 15th, 22nd and 29th of a month always fall 
on the same day of the week as the first day of that month. 


their 
fingertips 


This letter was mailed to eight 
lists totaling 210,000 names. 
lt drew over 10,000 replies, 
and has proved so successful 
that it will be used again in 
a mailing to a half million. 


But enough of that. Blind people often are required to make greater use 
of their memories and sense of touch than you do. In addition, they count 
heavily on their sense of hearing. 


These then are some of the clues on how thousands of blind Americans 
compensate to make up for lack of sight. And they look to this national 
research and resource center to find newer and better ways to help them 
to do this. Please do give today and keep the doorway to progrese for 
blind people at AFB wide open. We will be grateful to you all year long. 


= sincerely yours, 


Bennett Cerf, 
Braille Calendar ject 


The Foundation sends these calendars without charge upon request 
to blind people every year, We hope you will accept your copy 
with our compliments too. 








Looking 
For 
SOMETHING? 


Check the Direct Mail Directory 
on page 122 of this issue. You'll 
find names and telephone num- 
bers of leading producers and 
suppliers to the direct mail 
field . . . such as: 


Addressing 
Addressing and Mailing 
Addressing—Trade 
Advertising Art 
Advertising Specialties 
Automatic Typewriting 
Books 
Collections 
Copywriters (Free Lance) 
Cooperative Mailings 
Direct Mail Agencies 
Direct Mail Equipment 
Direct Mail Specialties 
Elliott Stencil Cutting 
Envelopes 
Envelope Specialties 
Foreign Mailings 
Inserting Service—Automatic Machine 
Label Pasters 
Labels 
Letters 
Letter Gadgets 
Letterheads 
Mail Advertising Services 
(Lettershops) 
Mailing Lists—Brokers 
Mailing Lists—by Subject 
Mailing Lists—Compilers & Owners 
Mail Order Consultant 


Manufacturers—Addressing Machines 
& Accessories 


Multigraph Supplies 
Occupant Mailing Lists— 
Local & National 
Office Equipment 
Paper Manufacturers 
Photo Engravers 
Post Cards 
Printers—Letterpress & Lithography 
Printing-Offset Lithography 
Sales and Merchandising Consultant 
Stencil Cutting and List Maintenance 
Subscription Fulfillment Service 
Syndicated House Magazines 
Trade Associations 
Typographers 





| 








WHAT’S WRONG 
WITH LISTS 


lists and hundreds of other similar 
sources. If the direct mail practi- 
tioner is to be worth his salt in the 
field of mailing lists he must recog- 
nize that this is true. He must also 
recognize that these directories of 
and by themselves are seldom good 
lists. Somebody with imagination and 
using techniques that have been de- 
veloped through the years must trans- 
late this original source material into 
a list of deliverable names and ad- 
dresses, refined for the particular us 
that you want to make of it. 

The closer the mailer can come 
to the source of the mailing list the 
better job he is going to get. In 
order to intelligently compile a mail- 
ing list a good compiler must know 
what the what the 
offer is to be. what the expe ted re- 
must be, and 


customer sells, 
sults of the mailing 
something about previous experiences 
in the mail. You can assure better 
results by making this information 
available to the compiler at the out 
set. Experience with mailing lists is 
built like a house, block upon block. 


mistake mistake, result 
upon good result, until finally a suc 


upon good 
cessful pattern emerges, 

In defense of the list compiler l 
must, at this point, refer to an un- 
fortunate situation that has built up 
through the years in our industry. 
It has become the accepted thing that 
a mailing list. when rented will cost 
in the neighborhood of $15.00. On 
an outright purchase of a compiled 
list the price can vary anywhere from 
$18.00 to $40.00 per thousand. But 
this kind of ceiling price concept has 
the effect on mailing list development 
that you would expect to get by 
hooking a thoroughbred race horse 
up to an ice wagon. Most everyone 
seems perfectly willing to accept the 
fact that a direct mail effort can 
vary in cost anywhere from a min- 
imum of $40.00 per thousand up to 
$100 or $200 per thousand depend 
ing on the various components that 
go into the campaign .. . the art 
work, copy, color, stock, envelopes, 
class of postage. All of these mak 
for a wide range of costs in th 
per thousand rate for direct mail. 
We understand and accept that the 
cost of first class mail is 606 more 
than the cost of third class bulk mail. 


Most of us understand that in spite 
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of this 100. per cent 
there is a place in direct mail for 
first class mail. It is being used 
profitably by many mailers. Can it 
not be also true that a list can be 
worth twice what has come to _ be 
known as the going rate? Is it not 
conceivable that a list costing $30.00 
per thousand and legitimately priced 
at $30.00 per thousand can be twice 
as effective as the list that sells for 
$15.00 per thousand? My 
point here is a simple one. There 


greater cost 


major 


have been many complaints, legiti- 
mate and otherwise. about the mail- 
ing list compilation business. The 
demands have been loud for better 
lists, more accurate lists. It may be 
that such lists will be available to 
this industry when mailers recognize 
the fact that some of the lists must 
cost more than they do in the market 
as we know it today. We have seen 
mailing lists which cost $40.00 per 
thousand and added 27 per cent to 
the expense of the direct mail pack- 
age, produce 93 per cent more re- 
turns than the mailer had normally 
come to expect. Needless to say. such 
a mailer is delighted to pay the 
higher rate for a list that he could 
not get if he insisted on the “ceiling 


pric e” com ept. 
Duplication Is a Problem 


Another stumbling block to good 
list usage occurs in the indiscrim 
inate use of mass lists such as al 
torneys. There are over 200,000 
names available on a nationwide list 
of attorneys. If a mailer uses this 
list in its entirety, 35 pet 
the law offices in this country will 


cent of 


get two or more pieces in the same 
mailing. Some law firms will get five 
or ten pieces. Sullivan and Cromwell, 
a large law firm in New York City. 
will get 68 pieces of your mail on 
the same day. Would you expect 
these pieces to get the attention they 
need if the mailing is to be success 
ful? If saturation coverage in the 
attorney market is required, would 
it not be better list usage to space 
the mailing out over a period of time 
by sending one piece to each ollice 
periodically and thus get the advan 
tage of repetitive impact. 

On the subject of mailing list com 
pilers I would like to close with this 
thought. If mailing lists in this coun- 
try are going to improve, they are 
going to improve because mailing 
list users insist upon better standards 
of integrity from list compilers. We 
need more competition in the list 


(Continued on Page 84 
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by PAUL BRINGE 


Upgrading 


Letter Copy 


HERE are thousands of products 

and services without glamour. 

At least the iadividual making or 

selling them thinks so. After living 

with his drab Cinderella for years he 

despairs of ever making a princess of 
her. 

“What can I say that hasn’t been 
said a thousand times before?” is 
the usual question. He forgets there 
are new people in his market every 
day to whom his product is novel. 
We all know about safety razors but 
they will be news, and bought and 
used by millions still in knee pants. 

There is no product people need 
and use that cannot be made inter- 
esting. Even a fly swatter can be 
improved in utility and appearance 
as it has been in recent years. Glam- 
our, like beauty, is in the eyes of the 
beholder and you can put it there no 
matter how dull your product. 

The Badger Mat Works letter was 
written by an individual who cannot 
see the drama in his product. He 
makes them, he knows they are good 
but who can get excited about floor 
mats? He forgets the excitement of 
the person who has just taken a bad 
spill on a slippery floor or the anxi- 
ety of the person who might be re- 
sponsible. 

Technically the Badger Mat letter 
is not good. Starts with a 40 word 
sentence—talks like a doctoral diser- 
tation and offers “service to anyone” 
instead of benefits to you. The 
writer pictures himself as speaking 
to a multitude. Notice he does not 
use the word “you” until the last two 
sentences. Before that he is talking to 
the crowd. The reader does not care 
about secure footing at “building en- 
trance” but only at Ais building en- 
trance. He does not care about indus- 
trial use but only Ais industrial use. 

How to dramatize a floor mat? 
We pick out its strongest benefit for 
the user and slap him in the face 
with it to get his attention. We shock 
him by putting him in the middle of 
an accident situation and then im- 
mediately show him how to avoid it. 


(Continued on Page 
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get caught in a flood (of sales) 


You don’t have to tear down a levee, blow up a dam or dive into a deluge. 
Just uncork the full power of Mass Mail. 


Mass Mail is a versatile medium for advertising, sales and research. It 
combines the advantages of direct personal communication with the 


blanket coverage of the mass media. 


Lemarge is one of the pioneers of the Mass Mail technique. Over the 
years, we have used it successfully to test new markets and products, to 


procure sales leads, for direct selling, for couponing and sampling 


One Lemarge client recently had to increase its sales force by 20% after 


being swamped by sales leads we helped create 


If you are advertising or selling in consumer markets, chances are 


Mass Mail—and Lemarge—can serve you profitably, too 


| phegeeepepeegmi mass mail 


'LEMARGE! =" 


EL asanentnenencoanunenadl 


te 6 Lemarge Mailing Service Company, 417 South Jefferson Street, Chicago 7, Illinois 





The safety theme is carried through 
the first two paragraphs and then we 
parade the other benefits of the prod 
uct. The reader is then offered an un- 
heard of guarantee which Badger 
implies in the rest of its literature but 3 
does not offer in its letter. 

Then follows an assurance of mod 
est cost and a bid to call. The last 
paragraph again refers to the sho ket 
opening. This is the “full circle” tech- 
nique. Bring your readers back to 
your strongest sales point at the end 
of your letter. 

There is not a paragraph in the 
rewrite that does not bring the 
reader into the picture. “Everybody 
wants to get into the act”, is a pro- 

| found bit of wisdom we should not 
forget in our sales letters. ¢ 


THE GOOD 


sow therm OLD DAYS 


Many house magazine editors 
have been interested in and have re 
printed the Office Rules - 1872, which 
an office manager in Boston sup- 
posedly found in cleaning out old 
files. The Reporter may as well pass 
it along for those who have missed it. 

1. Office employees each day will fill 
lamps, clean chimneys, and trim wicks 
Wash windows once a week 

2. Each clerk will bring in a bucket of 
water and a scuttle of coal for the day's 
business 

3. Men employees will be given an eve 
ning off each week for courting purposes 

4. After 13 hours of labour in the ofhe: 
the employee should spend the remaining 
time reading the Bible 

5. Every employee should lay aside from 
each pay day, a goodly sum of his earn 
ings, for his benefit during his declining 
years, so he will not become a burden on 
society 

6. Any employee who has performed his 
labour faithfully and without fault for 
years, will be given an inere 6 
day in his pay, providing 
business permit it 

Any employee who smokes Spanish 
cigars, uses liquor in any fe or trequent- 
pool and public halls, or shaved in 
barber shop, will give d reason to sus 
pect his worth, intentions, integrity, and 
honesty 

A sequel to the story is that the 
manager wanted to read the just 
found ancient rules to his current 
office force. but they were all out on 


one of the day ’s several « offee breaks 
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ONE LISTING,ON TAPE... 
COVERS ALL INTERESTS 


IBM 1401 low-cost tape 


system simplifies list maintenance, 


rovides high speed, quality addressing 
S / . 


As flexible as it is economical, the 1401: 


@ Prepares up to five addressing jobs from a given list in 
a single operation . dropping or duplicating any 

desired names for individual runs. 

Instantaneously updates addresses and/or codes... 

interruptingselective run for just mi//ionths of asecond. 

Provides un/imited capacity for information as to in- 


terest, age, occupation and all other classifications. 


The 1401 also prepares both heat transfer master tapes 
for quality direct impression with standard heat transfer 
equipment and conventional dick strips. 

With your mailing list names on low-cost, compact 
tape, you get substantial savings in storage space 
handling costs. You also get the benefits of IBM Balanced 
Data Processing a completely integrated system 
backed up by unequalled customer services to assist you 
in planning, operating and maintaining your system. 

Like other IBM data processing systems, the 1401 
can be purchased or leased. 

To find out, in detail, how the 1401 can improve your 
mailing operation, call your locai IBM representative 


today. 


BALANCED DATA PROCESSING 





Last month slight mention was 
made here concerning THINGS I HOP! 
NOT TO HEAR DURING THE 43RD 
DMAA CONVENTION IN MIAMI, October 
9-13. Then came the mail. 

Seems there are many who have 
been nursing things they would like 
not to hear. But most of them would 
rather remain anonymous. Chicken!! 
So we respect their craving to be 
known simply as “a reader.” Here's 
one such letter from a member you 
all know for he has long worked in 
the DMAA vinevard. and what he 
says is for the good of the DMAA 
cause: 

The humiture is pushing 80 this 
Friday P.M. as | strive to set down 
a few pet hates. 

l. “Can you come down to our next 
meeting and spend 30 or 40 minutes to 
teach us how to write good copy?” (I get 
variations on this question at least twice 
a year from Ad Clubs.' 

2. “We are thinking about getting into 
direct mail. How should we go about it? 
What returns should we expect?” 

These are not new, of course, but 
epitomize the ignorance of the inno- 
cent. Willing to have some ‘expert’ 
spoon-feed them basics so they can 
stumble around in the mails, fail, 
and then run down the medium as 
ineffective. 

3. “I am planning a 16 mailing cam 
paign to expand our list of dealers. Should 

use postcards, self-mailers, letters or 
folders, and what is the least number of 
colors I can get away with, and how often 
should I mail?” 


No comment here, other than to 
say I have been asked this question 
recently. 

4. “Direct Mail is supposed to be an 
action medium. I mailed this letter (holds 
up specimen) three times and got no 
action. Why?” 

5. “When is it safe to use humor ir 
direct mail—I mean jokes and cartoons?” 

6. “What is the ideal formula for put 
ting together a red-hot direct mail cam 
paign that will really sell and make us the 
best profit, and what time of year should 
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“Reed-able Copy” 


AMerthly Clinics Conduited by Onuille Rud 


we start?” 

“I read some place that you always 
get a better response if you paste on 
stamps at 15 degree angle. | tried this and 
it didn’t work. Why?” 

8. “I've heard a lot about nuts and bolts 
in direct mail. What do they mean about 
nuts and bolts? I’m in the nursery busi 
ness. 

9. “I tested this damned letter and 
order form three times, and it pulled well 
Then I improved it by cleaning up the 
letter and using nicer colored paper for 
the order form. | mailed 150,000 and lost 
my Mexican shirt. Why?” 

I don’t like the term Junk Mail any 
better than you do. The publicity 
newspapers give it probably hurts 
my business more than it does yours. 
Because I make my entire living 
writing direct mail copy. 

But let’s be realistic. 
of junk in the daily mail. 

Sure, there’s also junk newspaper 
advertising, and junk television, and 
junk billboards. But pointing the 
finger of scorn at some other medium 


rhere is a lot 


is no excuse, or defense. 

To correct a situation you must 
first recognize its existence. You can't 
fight a ghost. 

So look over the stuff you’ve been 
sending out. Is it junk? Maybe you 
can't tell because the term “junk 
mail” has never been defined, as fa 
as I know. 

I have my own definition. Perhaps 
it is not the same as yours. 

Junk mail has a junky appearance. 
Inferior paper and envelope, sloppy 
printing and letter reproduction. 
Circus-like attentien-getters on the 
mailing envelope, preposterous claims 
that nobody can possibly make good 
on, and nobody believes. Words or 
pictures on the mailing envelope put 
there to get attention but having 
nothing to do with what’s inside the 
envelope. That’s the physical side of 
junk mail. 

Then there’s the junk content. 
Copy. Letters that begin “I’m going 


to send you without cost a beautiful 
set of books.” In the body of the copy 
you find the books aren’t free at all. 
They are merely sent to you for free 
inspection. 

Then there’s gimmicked-up copy. 
Such as the letter which recently came 
in from an ice and coal company. At 
the top is pasted a miniature phono- 
graph record. Printed in type on the 
letterhead A RECORD HIT, and the 
forced tie-in, “The No. 1 hit on 
Podunk’s heating supply list is heavy 
fuel oil service from Podunk Ice & 
Coal Company—already breaking all 
former top service records in this 
area!” 

Another in the series with a plastic 
ruler, and the heading YOU'LL CET 
SERVICE THAT MEASURES UP, com- 
bined with a first paragraph, “You 
can quickly size up the value of an 
air carrier service in terms of safety. 
dependability, and money-saving effi- 
ciency it offers you... .” 

Dragging gadgets in by the scruff 
of the neck. That’s junk mail. 

Another example of junk mail is 
becoming all too prevalent. Letters 
sent out by charitable organizations 
to general lists with an opening para- 
graph: “We appreciate contributions 
received from you in the past and 
hope you will again do your bit to 
serve this worthy cause.” Such letters 
are being sent in some volume to 
people who have never subscribed to 
the particular charity. That’s cer- 
tainly junk mail. 

Another all too prevalent technique 
is the “We want your opinion” let- 
ter. You get them in your mail. I get 
them in mine. Millions of them are 
mailed each year. A company with 
a product—usually a fairly big ticket 
product—sends you a letter telling 
you have been appointed on a spe- 
cial board to give your opinion of 
a product before national advertising 
is started. As you read on, you find 


(Continued on Page 78) 
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In direct mail selling, the business reply card 1s 
the payoff ...so it pays to 


add eye app 








Direct Mail Sales Company 
Enterprise Boulevard 
Moneyville, U.S.A. 


_to your DUY appeal 
with color by Peninsular 


It’s tradition to put all your creative whammy into the main selling 


piece, and treat the order card as an afterthought . . . usually 


with instructions to, “Just run it black on index.’’ But how many 
sales are lost because the reply card lacks interest appeal of 

its own? When you add the novelty and the color of Peninsular 
Duplex (white one side, choice of 11 colors on other side) a reply 
card comes into its own . . . with an attraction of 

its own that demands attention . . . and makes more sales! 


PENINSULAR PAPER company ~<A 


SOOT stock specialists for over 90 yee" 





Revised Reports, New 
Retailing Discussion 
Set for New Year 


New Yorx—During the forthcom- 
ing year, DMAA members will re- 
ceive three research reports of sub- 
jects previously discussed, re-edited, 
brought completely up-to-date and 
reissued. 

Automatic addressing, envelopes 
and paper are the topics of the three 
reports. Each of the reports was 
originally issued about four years ago. 

Recent developments in each of 
these fields have led to the need for 
revision and updating of the original 
reports so that DMAA members will 
have at their fingertips the latest data 
available in pe of these important 
fields. 

As with all DMAA research re- 
ports of this kind, copies will be 
available at $2.50 each to DMAA 
members and at $5 each for non- 
members. 

Another special report of primary 
interest to a number of members will 
also be distributed shortly. ially 
written for DMAA, it is titled, “How 
Retailers Can Make More Money Us- 
ing Direct Mail.” 

The report offers a complete study 
of direct mail as applied to retail sell- 
ing problems and areas, and fully 
discusses copy approaches, lists, de- 
sign and production and the eco- 
nomics of direct mail. 

It is currently in production and 
each DMAA member can expect to 
receive his copy shortly. 

Each of these reports is part of a 
continuing service to DMAA mem- 
bers, aimed at providing them with 
material outlining latest developments 
in varied aspects of direct mail. 





Edited by the 
staff of DMAA 
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Direct Mall Advertising Association 
3 East 57th St., New York 22, N. Y. 
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Murray Hill 8-7388 
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Workshop Programs Scheduled to Cover 
Wide Variety of Direct Mail Subjects 


New York — A full program of 
workshop sessions, covering varied 
aspects of direct mail practice, has 
been scheduled by henlemesbens for 
the months following the 43rd An- 
nual Convention. 

Six meetings will be held from 
November through April. Five of 
these will take place in New York, 
one in Chicago. 

The series will open Nov. 15, when 
a session on business letters will con- 
vene at the Plaza Hotel here, to be 
followed by a financial workshop on 
Nov. 29. 

Details of each of these meetings 
are now being worked on, and com- 
plete program arrangements will be 
announced in these pages next month. 

January, 1961, will witness a 
“first” in DMAA workshop sessions 
when a production meeting is sched- 
uled to be held in this city. This meet- 
ing has been arranged in response to 
numerous requests from direct mail 
practitioners who have found that 





SUNDAY 
Get acquainted Cocktail Party & Exhibit 
Review 
MONDAY 
Direct Mail Leaders Breakfast 
Keynote Speech—Robert Feemster 
“The Words You Will Use in the 60’s” 
Paul Bri 
“ Postoffice and the 60’s”—Edwin 


iley 
“The Wonderful World of Direct Mail” 
—Sylvia Simmons and Joan Throck- 
morton 
Opening Luncheon—Dexter Keezer 
Seminar in Industrial Advertising 
Seminar in Mail Order Advertising 
Seminar for Foundations, Assccitions, 
Fund Raisers and Educational Insti- 


tutions 
TUESDAY 


Town Hall—Maxwell Ross 
wes Worlds of Information — Harry 
ites 





HIGHLIGHTS OF THE 1960 DMAA CONVENTION 
OCTOBER 9-13, AMERICANA HOTEL 


WEDNESDAY 

Breakfast and Annual Meeting—S. Ar- 
thur Dembner, Bob DeLay 

The Columbia Record Club — Norman 
Adler 

The National Cash Register Story — 
George Head 

Copy Torture Chamber 

Mail Order Photo Finishers’ Seminar 

Florida Express Fruit Shippers’ Seminar 

Mail Order Nurserymen’s Seminar 

Annual Banquet & Entertainment 

THURSDAY 

“Let’s Listen To Those Who Get The 
Mail” 

Basic course in Direct Mail—Beginners 

Refresher course in Direct Mail — Pro- 
fessionals 

101 Ways to Produce Your Mailings 

The Diners’ Club Story—Spencer Nilson 





Closing Luncheon—Charles E. Corcoran 





their efforts can be made more ef- 
fective through exposure to some of 
the fundamentals of mechanical pro- 
duction. 

The 9th annual circulation work- 
shop is being planned for February, 
again in New York. 

The scene will shift to Chicago in 
March, when the 4th annual indus- 
trial workshop will convene, while 
basic direct mail will be the subject 
of the scheduled April workshop, at 
which time activities will once again 
return to New York. 

This new schedule follows a highly 
successful season, in which well at- 
tended workshops on various subjects 
were held in New York and Pitts. 
burgh. 

DMAA workshops follow a format 
of complete one-day meetings, fea- 
turing panel discussions of various 
aspects of the particular phase to 
which the workshop is devoted. A 
prominent, authoritative luncheon 
speaker, generally closely associated 
with the topic at hand, also normally 
features the day’s activities. 

Programs for the individual work- 
shop sessions are organized and di- 
rected by volunteer DMAA members. 
Art Burdge, Young & Rubicam, is 
organizing the Nov. 15 business letter 
meeting, while Ferd Nauheim, of 
Kalb, Voorhis & Co., Washington, 
will head up the Nov. 29 financial 
workshop. 

As dates are firmly set and program 
details worked out for the later work- 
shop sessions, they will be announced 
in these pages. 


Calendar of Events 


OCTOBER 
9-13 Miami Beach, Fla. — 43rd Annual 
Convention, Americana Hotel. 
NOVEMBER 
15 New York, N. Y¥Y—Business Letter 
Workshop, Plaza Hotel. 
29 New York, N. ¥Y.—Financial Work- 
shop, Plaza Hotel. 
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Standards of Practice 
of DMAA Published in 
‘Congressional Record’ 


WasHINGToN—DMAA’s Standards 
of Practice have been placed in the 
Congressional Record. 

In submitting them Sept. 2 for 
publication, Rep. Kathryn E. Gran- 
ahan (D.-Pa.) made the following 
introductory statement: 

“Mr. Speaker, my attention has re- 
cently been called to the Standards 
of Practice of the Direct Mail Adver- 
tising Association. This organization 
works unceasingly to help those who 


use business mail to do a better job 
in their use of the medium. 

“IT am sure all members of the 
House will give enthusiastic approval 
to the standards of practice to which 
all members of the Direct Mail Ad- 
vertising Association are expected to 
adhere...” 


NBP Holds DM Session 


New York—Leading DMAA mem- 
bers led panels and spoke at a half- 
day session on direct mail held by 
National Business Publications here 
Sept. 8. 


Second West Coast 
Convention Scheduled 
To Meet in May 


Los ANGELES — The outstanding 
success enjoyed by DMAA’s West 
Coast Convention in the spring of 
this year at San Francisco has led to 
the scheduling of another such two- 
day meeting. 

The 1961 version will move south 
to this city, where it will be held at 
the Statler Hotel, May 8 and 9. 

The San Francisco sessions at- 
tracted 350 registrants from 15 West- 


ern states. 





GEORGE HEAD 
Manager Advertising and Promotion 
National Cash Register Co. 
Dayton, O 


KENNETH MacQUEEN 
Vice President 
MacManus, John & Adams, Inc 
Bloomfield Hills, Mich. 


MRS. BETTY ROSKAM 
The Roskam Co. 
Kansas City, Mo. 





Nominating Committee Submits 8 Names for Board of Governors 


Miami Beacu—The names of eight 
DMAA members have been submit- 
ted for election to the association’s 
Board of Governors at the annual 
meeting to be held here on Oct. 12, 
in connection with the 43rd Annual 
Convention of DMAA. 

The nominees, who are listed be- 
low. were chosen by the nominating 
committee, consisting of Colin Camp- 
bell. Cambell-Ewald, Detroit, chair- 
man: Miss Edith Walker, Book-of- 
the-Month Club; Tad Meyer, 
Nekoosa-Edwards Paper Co.; Henry 
C. Cowen, Publishers Clearing 
House; and Joseph J. McGee, Jr., Old 


American Insurance Co. 


C. R. SCHAIBLE 
Advertising Director 
Mead Papers, Inc. 

Dayton, O. 


q 


/ 


G. B. McCOLLUM 
Vice President 
The Reuben Donnelley Corp. 
Chicago, Ill. 


L. A. SMITH 
Sales Promotion Manager 
Sylvania Lighting Products 
Salem, Mass. 


BRUCE ANDREWS 
Sales Pr tion M 9 
Stran-Steel Corporation 
Detroit, Mich. 





Vv. G. BAKER 
Advertising Manager 
Howard Smith Paper Mills Ltd. 
Montreal, Canada 
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you mail 


100,000 


Or more... 


you should be interested in testing the CABOT 
LETTER in your next direct-mail promotion. This 
letter with the built-in reply form is the only letter ol 
its kind that’s designed, planne dand priced for the large 
volume maile) 


Our entire operation is geared for mailings of 100,000 
or more, Many users ot the CABOT-LETTER drop 
several million pieces, several times a year. And they do 
it because the CABOT-LETTER produces 30°, to 
60°. better returns than ordinary mailings! 


QUANTITY Plus QUALITY Plus DELIVERY 


In addition to quantity, CABOT gives you consistent 
high quality and dependable delivery, too. Whethe1 
your order is for 100,000 or a million or ten million 

all your letters, reply forms and outside carriers are 
delivered on the date you specify. And you can be sure 
every part of the mailing will be perfect—cut and 
folded to the right size tor low-cost, no-trouble mechan 
ical inserting and mailing 


You can choose che CABOT-LETTER with confidence 
Our 25 years experience in producing thousands of 
successful direct-mail promotions will serve you well 


If you're looking for new ways to promote youn product 
or service by mail a fresh new approach to copy 
layout or merchandising our creative staff can 
provide practical, workable new ideas 


WRITE FOR FULL FACTS 


See for yourself. Write on your letterhead. Our repre 
sentative will be happy to supply you with full facts 
and answer any questions you may have on the 


CABOT-LETTER. Write eo 


the letter with the built-in reply — ; Les 
= be happy eo = 


FORMERLY RESPONDA-LETTER YSpOTL with YOU «4 
A DIVISION OF cower any. questions 


ha 
Cabot’s Promotional Aids, Inc. dat hen A 2 


910 WEST VAN BUREN STREET CHICAGO 7, ILLINOIS DMAA CONVENTION 
MOnroe 6-9878 Hotel Americano 


out they ll send you the product for 
your opinion, and hasten to add you 
can keep the product if you'll send 


$10 now and $10 a month for the 


next 12 months. That’s junk mail. 
Meat and Poison 

When the following letter arrived 
from J. W. Moore, sales and advertis- 
ing counsellor of New Orleans. | 
thought of a quotation from a Beau- 
mont and Fletcher play . . . “What's 
one man’s poison, signor, is another's 
meat and drink.” 

Quoting your formula: “First time over 
think it out, write it out, toss it out. Second 
time over, think again, write it again, tos- 
it out again. Third time, think it out, write 
it out, send it out” .. and | add—-to the 
trash pile. It will be se canned by that 
time, no one will want to read it 

4 substitute formula? Learn to think 
clearly, how to put clear thinking in writ 
ing; find the answer, write it once and you 
won't even need to look at the typed copy 
If your secretary doesn’t fail, you will have 
a very clear, concise letter telling the 
recipient what he wanted or should know, 
in words he can understand, from a “pet 
sonality” (in the letter) which he or she 
will like 

My reply to Mr. Moore: 

Interesting to note how pros in this field 
have different methods of arriving at the 
same result You seem to do it easier 
than I. I sweat, | suffer. I bleed 

See you in Miami. e 


TWO INTERESTING 
TESTS 


Curtis Fuller, president of Clark 
Publishing Co. (845 Chicago Ave 
Evanston, Ill.) sent us results of two 
interesting tests. 

(1) To decide on format: Identical 
mailings of 13,000 each were mailed 
to sections of same or Same iden- 
tical copy, artwork and illustrations 

.except one set was printed or 
smaller format (smaller letterhead. 
circular, envelope, order form). No 
material difference in returns... so 
savings on supplies will be consider- 
able. 

(2) To det ide on emphasis of 
offer: Two mailings of 25.000 each to 
sections of same list were identical 
except for an enclosed four-page 
folder, which on quick examination 
seemed to be identical. Close examina- 
tion showed that on one circular “the 
offer” was emphasized on first page: 
on the other, offer was “buried” in 
middle of third page. Results proved 
that many hard and fast “principles” 
were made to be violated. Where offer 
was hidden on third page... results 
were as much as 35° better than 
where offer was shouted on front 
page. 7 
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SAVINGS PLUS 
e es77@. 
Hexibility.. 
Combination of addressing equipment and 
punch card procedures without sacrifices 
or compromises. 

Card master that can contain record of the 
individual ... that can be updated with addi- 
tional information ... that prints directly to a 
wide variety of mailing pieces. 

Card master from which a hand impression 
can be taken at the files. 

Mechanized statistical audit directly from 
punched card masters . . . automatic in-filing 
and extraction. 

Minimum file space (120 to the inch!) 

Selectively print and/or skip without rear- 
ranging master file. 








COST OF NEAREST COMPETING EQUIPMENT VERSUS SCRIPTOMATIC MODEL 10 


MACHINE X $1,722 NEW MODEL 10 $1,990 
Feeder 800 Feeder. . ; 690 
Embossing Unit 1,630 Master Card Writer 670 
(Typical Case History) 21,000 Plates* (Typical Case History) 21,000 Master Cards, * 

embossed and assembled 1,690 typed, including transfer paper, etc. 362 
Required Filing Equipment 339 Required Filing Equipment 53 


Total Cost $6,181 Total Cost $3,765 


*Every installation has specific requirements. Use this typical comparison as a guide for determining 
your relative costs. The more masters you require the greater the gap of cost comparison between 
Scriptomatic Card Masters and other address plates or stencils. 


THE MORE YOU GROW THE MORE YOU SAVE... WITH SCRIPTOMATIC MODEL 10 


Designed to bring Scriptomatic list handling advantages within reach of small list users, the new Model 10 
actually saves you more as your operations and your mailing lists grow. For example, costs for handling a 
list of 50,000 names with Machine X would be $9,102.00, as compared to Scriptomatic cost of $4,338.00. 
For 100,000 names, compare Machine X at $14,052.00 with the Scriptomatic Model 10 at $5,325.00! 


WRITE FOR BULLETIN “ADVANCED APPROACH TO ADDRESSING AND DATA WRITING” TODAY. 








e Scriptomatic Prints from Typewritten Cards—Double the Flexibility—Half the Cost! 


SCRIPTOMATIC, INC. + 1107 Vine Street « en 7, Pa. 


Modern Addressing — Dara Writing Machines amd Methods - “ $1002 








A LEADING BUSINESS 
PAPER REPORTED 
THIS ABOUT 


lope 


THE 


COMPANY EDITOR 


A Column on House Publications 


SIGNING MACHINE 


International Autopen Company 
makes the Autopen Signature 
Machine which 
the rate of 3,000 
day. It writes any fountain 
(including your containing any 
type of nib, in any color of ink. Anyon: 
the which is 


Siening 
Signing 
+ 


signature a 
8-hour 


rewrites a 
times in an 
with pen 
own) 
machine 


can operate 


changed in a few seconds to allow ma 
chine to write different signatures o1 
other text. Machine written signatures 
cannot be distinguished from original, 
and is legal on any check or document 
This provides control against forgery 
since machine written 
identical to master, never varying like 
signature. To prevent unau- 
ise, master can be locked in a 


signatures are 


a manual 
thorized 
safe, and machine can be equipped with 
lock to control its use 
The ised to sign insurance 
policie diplomas, 
celebrities’ photos for fans, authors’ 
autographed books, etc. Real signa- 
tures increase the value of direct mail. 
So far, the government is largest user 
of Autopen. Machine is hand fed and 
operates by a foot pedal. Ideal for let- 
tershops that produce automatically 
typed letters, because it offers the ul- 
timate in facsimile letter reproduction. 
Literature available by writing Inter 
national Autopen Co., 1026 20th St., 
N.W., Washington 6, D. C. 


and counters 
Autopen is 
tock certificates, 





by James McAdam 


pe people collect old coins. l 
find it impossible to collect: any 
kind of But I do collect 
thoughts, old and new. particularly 
if they with 
the general 


coms 
have something to do 
house pub- 
with 


subject of 
lications. Sometimes | 
these thoughts. 
But 


point of view. 


agree 
Sometimes [| disagree 
in each case, either the subject. 
or expression of the 
point of view tickles thought so de- 
lightfully that | must add it to my 
Here are four examples 


Words To The Wise From The Wise 
{cres ol little red pene ils —_ is 
impossible to keep creative people at 


collection. 


top productive levels if their work is 
to be constantly and repeatedly re- 
hashed. It is not possible to get a 
great ad (nor a great company publi 
through seven layers of edi- 
The level of advertis- 


cation) 
torial critic 
lity could be raised 50 per cent 


sm. 
ing y 
if we could vest authority to edit in no 
more than one knowledgeable adver- 
tising man and eliminate the troop of 
midgets who crawl all over the cre 
ative product with their little red pen 
the life out of it 
(Something 


cils and 
before it can be 
that had to be 
forcefully. by Bryan Houston, presi- 
dent of Fletcher. Richards. Calkins 


and Holden. } 

The Write-Like-) ou-Talk School 
“Nor do the writing standards come 
entirely from the radicals who take the 


position that if the people say it, it is 
a cen- 


squeeze 
born.” 
said and was said, very 


correct. For the long pull—say 
tury or so—this contention may be 
true. But it is not of much practical 
use for now, today. For one thing, 
who are the ‘people’? Does a majority 
of 51 per cent win? And does it still 


win if most educated people—includ- 


80 


ing writers, who claim language as 
one of their tool—find themselves in 
the 49 per cent minority? And, any- 
how. is good usage a matter of taking 
a poll? 

“For another thing. what do the 
radicals mean the 
the people ‘say it? Lsually thev are 
talking about spoken language. Al- 
though this is something similar to 
language. it is yet distinct 


Many of ow 


experts on usage set out by paying lip 


when argue that 


written 
from written language 


service to the distinction. and then end 
up by conveniently forgetting it. But 
the distinction cannot be forgotten. 
This scrivener never matriculated in 


the Write-Like-Y ou-Talk 


does not believe in it. Writing is and 


school. and 


must be a more precise form of ex- 
pression than extemporaneous speak- 
ing. In speaking. most persons can- 
not frame their thoughts, let alone 
their sentences. as carefully as in the 
of writing. 


more deliberate 


The speaker may be forgiven if he be- 


process 


comes entangled in a hopeless sentence 
The 
speaker who observes that a listener 
is beginning to ruffle his brow in puz- 
zlement can make hasty repairs with, 
‘What * But the writer 
has no such opportunity: either his 
they are 
not. The speaker can use intonation, 


structure. but not so the writer 


I mean is 
written words are clear or 


facial expression and gesture to help 
where his language is lame. but writ- 
ten words lie quietly on the page. 
“Here is found the key to the de- 
sirable restrictions. If writing must be 
a precise form of communication, it 


(Continued on Pa 
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Here's a student flipping through a catalog. As he does, 
he unconsciously reads between the lines for evidences of the sincerity of the 
message and the quality of its presentation. He is influenced by the read- 
ability of the text, the printing of the pictures and the appearance of quality 
in the paper. A company that shows respect for readers in its printed messages 
gains respect in return. Respectful printing begins with a good printer. See him 
early. Most likely he'll specify a Warren paper, because he'll get better 


results and so will you. S. D. Warren Company, 89 Broad St., Boston, Mass. 


printing papers make a good impression 


FINE PRINTING PAPERS FOR ADVERTISING LITERATURE AND THE PUBLISHING OF BOOKS 





should be treated like a precision in- 
strument: It should be sharpened and 
it should not be used carelessly. A 
book of instructions for use of this de- 
vice would suggest to the writer that 
he choose the exact word, the one that 
flies straight to the target, rather than 
the diffuse word that hits other things 
besides the target; that he place each 
word where it will do its job best: that 
he construct his sentences so that they 
are tidy and logical; that in general 
he observe the grammatical practices 
that over the long years have be 


stowed continuity and orderliness 


upon the language.” (Theodore M. 
Bernstein, assistant managing editor 
of The New York Times. in the pref- 
ace to his book Watch Your Lan- 
guage. This book is for those genuine- 
ly concerned with better writing. It’s 
amusingly informative. } 

Class dismissed !—*“The essence of 
a good writing style is that it cannot 
be reduced to rules. It cannot be 
taught. It is a living and breathing 
thing, with some of the demoniacal in 
it—and it fits its proprietor tightly 
and yet ever so loosely, as his skin fits 


him. 


APPLIES LABELS TO MORE THAN 


Automatically feeds, cuts, glues and attaches address labels to maga- 
zines, newspapers, tabloids, catalogs and flyers. Applies roll strip 
labels, continuous pack form labels, and tape strip labels pre-addressed 
from your plate, stencil or punched card system. Even applies cut or 
individual labels! Easily adjusted for changes in thickness of piece or 


position of label. 


CHESHIRE 


iE betel] 22°). 7 ee 22) 


The Cheshire Model C. 


Write for 
descriptive brochure 


Dept. RDM-10 


1644 N. Honore St.+ Chicago 22, Ill. 


SEE A DEMONSTRATION IN BOOTH NO. 28 AT 
THE DMAA SHOW IN MIAMI, OCTOBER 9-13 


“It is, in fact, quite as securely an 
integral part of him as that skin is. 
It hardens as his arteries harden. It 
has hangovers on the days following 
his indiscretions. It is rowdy when he 
is young and gathers gravity as he 
grows old. 

“If he has fed well, it is mellow. If 
he has gastritis, it is bitter. A style is 
always the outward and visible symbol 
of a man, and it cannot be anything 
else. 

“To attempt to tea h it is as silly as 
to set up courses in making love. For 
the man who is making love out of a 
book is not making love at all. He is 
simply imitating someone else making 
love.” (H. i. Mencken) 

On behalf of shorties “There is 
strength and force in short words, 
words that blast and boom, throb 
and thump. clank and chime, hiss and 
buzz and zoom. There is grace and 
charm in short words. too, in words 
like lull, and hush and purr. There 
are short lush words like dank, muck 
and drench: and short dry ones like 
crisp, parch and husk. 

“Some who write like long words 
that plumb the depths of tongues long 
dead. | have no brief for those who 
press their points with rich-hued six- 
part words: But, for the sheer fun of 
it, give me words that work hard at 
their job, that pry and push, that 
slash and hack, that cut and clip, that 
chip and saw. 


WORDS ARE FUN 


“Words are fun to fuss with. to stir 
and mix, and make work for you; 
and, for the sake of just plain talk. 
let’s see how a squib like this would 
strum the ear-strings if scribed in 
words of just one syl in words of 
just one sound. 

“To write in such a style is a trick, 
you say? Of course: But, then, a trick 
worth while if it but proves short 
words as pearls of price, but free for 
the use. 

“In the crafts of men who write are 
to be found two groups of late which 
have done much to make short words 
rich and strong and to bring new ones 
to use. In the news room, those men 
who sit around the “U” to cram and 
squeeze the day’s grist down to tight 
lines of type are the best friends 
short words ever had. The desk men’s 
stock in trade is short words; and 
when the ‘en’ quad count of a line is 
twelve, how apt are the words like 
probe, and quiz, bid and nod, put 
and take. Of course, some of the words 
they coin to make a news break fit 
their type drop by the way when the 


(Continued on Page 84) 
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for better reading 


Bergstrom’s ODIN,, office printing 
paper is a new product of contempo- 
rary paper technology. In mimeo, 
duplicator and bond finishes, in quiet- 
white and readable colors, ODIN, 
“sets things read.” 

This is a paper made for the 
reader and made for the machine that 
prints it. ODIN, — made by the fine 
paper company which has supplied 
America’s school, law, encyclopedia 
and other great book publishers since 
1904. 

Advanced Bergstrom paper pack- 
aging saves paper (and hands and 
fingernails, too). The “courtesy” car- 
tons are easy to open and completely 
re-usable. Each pack zips open and 
then becomes a pouch for neat, iden- 
tifiable shelf storage of remaining 
paper. — Samples from your paper 
merchant, or wire... 


BERGSTROM PAPER COMPANY 


NEENAH WISCONSIN 





need has passed, but more live on and 
find a good place in our tongue. 

“Then, too, there are the ‘ad’ men 

how they love the five-and-ten- 
cent words as tools to sell! Their 
pleas are to the taste, the sight, the 
touch, the smell. For them, words are 
a force to build great names in food 
and soap and cars, to bring out 
throngs to stores to buy, to spark the 
urge to use a host of goods. 

**Work horse’ words know how to 
sell. Scan the best sales jobs in print 
and you'll find them rich in short 
words that tease the taste, make glad 


the eye. whet the nose, and please the 
ear. There's nip, twang, bite and tang 
in short sales words. There’s sweet, 
sour, tart or dry, as they need be. 
There are words you can hear like the 
swish of silk. soft words with the feel 
of swan’s down. words with a smell 
like musk. smoke, cheese, mint and 
rose—all of them good sales tools. 
Yet. oft as not in talk or script, we'll 
force the use of some long, hard word 
and with it blunt the keen edge and 
dull the sharp point of what we want 
to say. 

“There will be those who scoff and 


scorn at the thought of such a piece 
as this. They'll cite this style as proof 
that long words have their place. 
That’s true—they do.” (H. Phelps 
Gates, circulation manager of the 
Christian Science Monitor.) e 


WHAT’S WRONG 
WITH LISTS 


(Continued from Page 68) 


business as well as a more enlight 
ened group of buyers. 

Let us consider for a few moments 
three elements in the direct mail 
industry which can most often be 
found between the mailer and_ the 
list source, | am referring to the di 
rect mail consultant, the direct mail 
agency and the letter shop. In the 
normal course of putting a direct 
mail campaign together most com- 
panies will go to one of these for 
advice and consultation. When it 
comes to most of the elements for a 
direct mail package they can usually 
provide sound thinking and reliable 
information but there is one notable 
exception and this exception is in 
the location and selection of good 
mailing lists. It has been our exper- 
ience that too many of these people 
who are regularly giving advice on 
direct mail know too little about the 
subject of mailing lists. Unfortun 
ately for them, this lack of infor 
mation sometimes dooms an othe 
wise sound direct mail campaign to 
failure. There is a vast area for im 
provement in the amount of infor 
mation about list sources that this 
group of people should have if they 
are to be effective. They have a bet 


ter reason and a far better oppor- 


tunity to acquaint themselves with 

T's REA DY ! list sources than the client. Many 

> lettershops, having had several sad 

experiences in obtaining lists for 

the NEW portfolio of Fall and Christmas stationery mailers, have literally thrown up theit 
—— hands about this problem. This would 
hardly seem to be a solution since 
For copy-building interest, plan on using Arthur Thompson Fall and the availability of adequate mailing 
Christmas Letterheads now on display at printers, lettershops or lists is such a vital part of any di 
your nearest Arthur Thompson & Co. distributor. rect mail program. It is often feas 
ible for the agency, counsel, or letter- 
shop to arrange a personal consulta- 
tion between the mailer and the mail- 
ing list compiler. In this way the par 
ticular problems of the mailer heard 
first-hand by the compiler can re- 
sult in a more effective mailing list 
The construction of a direct mail 
market sometimes requires a_three- 
pronged approach. The advertise: 


(Continued on Page 87) 


Once you inspect these 40 beautiful and striking letterheads with 
their matching envelopes you will quickly realize that they are per- 
fect for your seasonal and holiday promotions. A simple one-color 
run prints your message on these full-color letterheads. You will 
also be interested in the small selection of full-color Christmas 
Cards for business or personal use 

If you would like a complimentary copy of the new Arthur Thomp 


son Fall and Christmas Portfolio showing the complete line of sta- 
tionery, just ask your nearest Arthur Thompson & Co. distributor 


ARTHUR THOMPSON & COMPANY 


109 MARKET PLACE «+ BALTIMORE 2, MD THE REPORTER 
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® International Paper’s Ti-Opake. gives opacity 


plus detailed reproduction like this 


The amazing ink stand-out of this versatile paper brings life to your picture) turn race » 





What you should know about International Ti-Opake 
—a leading member of International Paper’s first family of fine papers 


liant full color or striking black and white. drying properties make it ideal for rush 


ERE IS why many leading printers 
H choose International li-Opake International | ipers Ti Opake is a letterpress jobs 
ri-Opake is a high-opacity paper. It multi-process paper. It is made to ordet Ask your paper mer hant today about 
takes ink perfectly. Dries quickly with for offset-lithography, letterpress, silk our 8% x 11 ream-sealed packages with 
uut feathering or offsetting. And Ti creen or sheet-fted ¢ ure handy pull tape openet They are pertect 


Opake’s clean surface and high level of ellum finishes it for small offset-duplicating presses and 


ntability help bring pictures to lif rt folders, greeting come in convenient pull tape junior Car- 
excellent printing re ids, price lists, annual reports and an tons. International T i-Opake is also avail- 


ernational Ti Opake in bril met d vou will find its fast able in all standard book sizes 


NEW YORK 17,N.Y¥ 


FINE PAPER V 


) INTERNATIONAL PAPER 





WHAT’S WRONG 
WITH LISTS 


knows his objective and is in the 
best position to describe his market. 
The compiler knows the source avail- 
able and can recommend ways of 
using them. The agency or consultant 
can guide the overall thinking and 
integrate the various components in 
the program. This is the kind of 


team effort that produces the most 


profitable mailing list. ® 


BEARS AND BULLS 
AND CONTESTS! 


The following item appeared in the 
always good newsletter titled: “Across 
The Board.” published by Stanley R. 
Ketcham & Co., Inc. (investment 
securities), 76 Beaver St.. New York 
5, N. Y. Appearing in white circles 
on the reverse block heading are 
(left) head of a bull and (right) 
head of a bear. 


We'VE LONG USED THE “BULL AND BEAR” 
as a form of identification often won- 
dering why other financial houses overlook 
this famous symbol of Wall Street. Now, 
we've learned that in Britain, land of pubs, 
darts, and football pools, a new type of 
pool named “Bulls and Bears” will be 
opened. Modeled after the famous football 
pools, it will use the mails. Players will 
select ten shares from a list of fifty securi- 
ties . . . in the hope that their ten will 
score the greatest percentage gain over two 
weeks. Costs two shillings to play, with a 
limit of a 10 shilling ($1.40) investment 
on any coupon. Top prize gets 70 percent 
of the pool, with 20 and 10 percent (after 
operating expenses, etc.) going to second 
and third. We see no harm in this, any 
more than in the match game (made fa- 
mous at the Artists and Writers Club) or 
in other fun wagers. We do feel, however, 
that too many people approach the stock 
market in this way when they should be 
concerned about proper investment in se 
curities. 

When investing, don't guess. Consulta- 
tion with your securities advisor will en- 
able you to establish a portfolio for growth, 
income, or pure speculation but with a 
minimum of risk, Anyone can guess at 
“greatest percentage gain.” but responsible 
counselors don’t work by guess 


That item started us thinking about 
our sometimes silly lottery laws. 
We've admired the British football 
pools. Had a feature story about the 
Vernon Pools setup some years ago. 
Nearly everyone in England plays. 
No one spends much money. Govern- 
men: gets a big portion of “take.” 
Prizes are fanatic and tax free. 

We would save a lot of headaches 
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Advertisers Addressing System, St. 
Louis, uses 7 Bunn Machines—ties up 
to 700 sacks of mail per day. 


Lettershops everywhere prove: 


t’s too costly to tie by hand 


Direct mail processors across the 
country, where Bunn Machines 
have modernized mail and bundle 
tying, report: 

...- “Tying time cut 60%” .. . 
“We tie up to 15,000 units an 
hour”’ “Without our Bunn 
Machine, we’d need 10 extra 
people”. . . ““Has repaid its cost 
over three times in five years” 
‘‘Bunn tied bundles don’t come 
apart even in rough handling.’’* 


Anything you now tie by hand— 
mail for bulk postage rates, 
printed sheets, folders, packages 
—can be tied neater, tighter and 


* Identifications on request 


up to 10 times faster on a Bunn 
Machine. Average complete tie 
takes about 14 seconds. 


Size or shape makes no difference. 
The machine adjusts automati- 
cally and always ties a slip-proof 
knot that stays put. Used in 
hundreds of U.S. Post Offices. 
Easily operated by anyone and 
virtually maintenance free. 


Relatively low initial cost is rap- 
idly offset by savings. If you are 
now using one person half time for 
hand-tying, you are really pay- 
ing for a Bunn Machine without 
getting its many advantages. 


PACKAGE 
TYING 
MACHINES 
Since 1907 


B. H. BUNN CO., 7605 Vincennes Ave., Dept. RD100, Chicago 20, Ill. 
Export Department: 10406 South Western Ave., Chicago 43, Ill. 


MAIL COUPON NOW FOR MORE FACTS 


GET THE 
WHOLE STORY 


Send today for 
this fact-packed 
booklet, which 
illustrates the 


many advantages Name 


B. H. BUNN CO., Dept. RD-100 
7605 Vincennes Ave., Chicago 20, Ill. 


(] Please send me a copy of your free booklet 
[] Please have a Bunn Tying Engineer contact me. 





of Bunn Tying 


Machines. Compeny 





Or let a Bunn 
Tying Engineer 


show you. Address 





No obligation. 
City 


State _ 








and taxation if we had such innocent 
pools in U. S. A. Funny thing... 
the only people opposed are the reli- 
gious organizations and the racketeers 
(gamblers) ...a similar situation in 
Oklahoma where religion and boot- 
legging teamed together for many 
years to keep prohibition. 

The prohibition of lotteries, gam- 
bling, contests and so forth in the 
U.S.A. is getting to be a joke. Re- 
member the fuss last year in Plain- 
field. N. J. when Prosecutor Douglas 
Stine tried to stop a treasure hunt 
sales promotion by local merchants 


. claiming that keys mailed out 
which might open treasure chests in 
local stores constituted a lottery? 
Merchants went ahead with program 
(successful) because Post Office had 
ruled that the promotion was not a 
lottery since no consideration was in- 
volved. (A similar California treas- 
ure hunt was likewise ruled clean.) 

Now. however, a county judge at 
Elizabeth, N. J. has fined the Wilbur- 
Rogers Corp. (retail chain) $750 for 
running a treasure chest promotion 
similar to last year’s Plainfield deal. 
He based his ruling on the opinion of 


Specialists in ENVELOPES 


every kind... for every need 


Outstanding for Designing 
and Special Services 








3001 N. ROCKWELL ST 


* CHICAGO 18, ILLINOIS - 


an oon > * See 


—— 


CORRESPONDENCE 
OFFICE USES & MAILING 
POSTAGE-SAVER 
WINDOW 

AIR MAIL 

BUSINESS REPLY 
REMITTANCE 

OPEN END CATALOG 
OPEN SIDE BOOKLET 
PACKAGING 


THESE ARE BUT A FEW OF THE 
MANY ENVELOPES WE MANUFACTURE 


PHONE CORNELIA 7.3600 


Prosecutor Stine that such contests 
were illegal in New Jersey (even 
though approved by the U.S. Post 
Office). How silly can they get? 

We learn through the Contest News 
Bulletin of Bruce, Richard Corp. 
(104 E. 25th St., New York, 10, N.Y.) 
that the Post Office Department is re- 
examining its position on contest pro- 
motion . . . particularly whether some 
(especially jingle contests) actually 
involve skill for winning. Postal off- 
cials have agreed that if the present 
rules are to be changed . year's 
grace will be given so that contests in 
progress will not be jeopardized. 

Meanwhile if you intend to 
run a contest either locally or nation- 
ally, better check to see if you are 
safe from local persecution as well as 
cleared with the Post Office. Basic 
rule for determining whether a con- 
test constitutes a lottery. Three ques- 
tions are involved (1) Is a tangible 
prize offered? (2) Are there tangible 
considerations for entering? (3) Is 
skill required for winning contest? 


it’s All Silly 


The Post Office has ruled that a 
person going to a store with a key 

. . trying to unlock a treasure chest 
. . . does not constitute a “considera- 
tion.” Therefore, not a lottery. New 
Jersey's legal lights have ruled other- 
wise. Such confusion. And it’s all 
silly .. . like raiding bingo games in 
churches. If no skill is required to win 
and there is consideration for enter- 
ing, then it’s lottery. Meanwhile dur- 
ing the confusion, we received a press 
release about a huge national contest 
to be run this fall . . . giving away 
a large number of automobiles and 
cameras. Hope the promoters checked 
carefully before printing all the tons 
of promised literature. Unless the 
press release was incomplete, the 
rules seem to be in violation of exist- 
ing lottery laws. No skill required 
for winning and contestant must buy 
product before entering, with better 
prizes offered for more than one or 
a combination of product labels. 
That’s multiple consideration. 

The Post Office and county prose- 
cutors should have more important 
things to worry about . . . than trying 
to enforce antiquated rules concern- 
ing contest promotions. As long as 
people like “to take a chance” why 
not throw the lottery rules out the 
window? Why not throw the racket- 
eers out of the illegal gambling win- 
dow by legalizing a correctly gov- 
erned national pool . . . whether it be 
on football, baseball. or the stock 


market?e 
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ENVELOPES CAN 
MAKE A 
DIFFERENCE , 


aa 


HITCH-HIKE > 


Return order envelope. The back 
side can be the most profitable 
few square inches of advertising 
space you've ever used. Delivers 
perfectly timed “extra” selling 
message at the instant customer 
is enclosing his order 


MAILING- > 
CORRESPONDENCE 


‘on competition... 


q@ KARD KARRIER® 


Provides the undisputed atten- 
tion value and pulling power 
of an envelope with the con- 
venience of a self mailer. De- 
livered to you sealed, ready for 
addressing and mailing. Ample 
space on inside for your mes- 
sage, illustrations PLUS your 
membership, credit, identifica- 
tion, or business reply card 
Carrying the name and address 


<* 
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ae y 

a Yante 
SPAN, 





@ “EXPANSION” ENVELOPE 


Costs on this type of utility 
envelope have been reduced by 
as much as 50%. For the first 
time, they are being manufac- 
tured completely by machine 
Ideal for packaging and rack 
sales — particularly for card- 
mounted merchandise. Protects 
the product as it promotes the 
brand. Available in 1”, 2” and 
3” expansion sizes. 


Put Geo on your team 


It takes fresh ideas to move minds and merchandise. 
Sometimes a new and different idea in the design and use 
of envelopes gives you the all-important competitive 
edge. That’s where Tension can help you, with dozens 

of different envelopes for special jobs. 


Here are a few examples. For others, tailored to your exact 
needs, get in touch with your Tension envelope specialist. 


ROUND TRIP > 


Outgoing and return envelope 
in one complete mailing piece. 
Just address and mail. The 
same envelope complete with 
your original addressing and 
key comes back to you. Ideal 
for subscription renewals, pre- 
mium notices, statements, fund 
raising, direct mail offers, etc. 


@ SIM-PULL® 


New easy-to-open envelope for 
3rd class mail.* Prominent pull 
tab intrigues receiver into 
opening envelope for your mes- 
sage. Extended pull-out flap 
provides extra advertising and 
merchandising space. Especially 
convenient for enclosing in- 
voice to be attached to out- 
side of merchandise 
*Invoices, too! 


q DISPLAY WINDOW 


Allows artwork and color of en- 
closures to act as “‘teaser’’ which 
shows through Display Window 
Takes advantage of the atten- 
tion-getting value and color of 
your circulars, etc. Available in 
a wide range of sizes and dis- 
tinctive shapes. 


IDENTI-VUE WINDOW > 


Versatility—the ability to produce 


Address on letterhead shows 
all envelope sizes and styles— 


through window. Saves printing 
makes Tension the envelope of separate envelopes for dif- 
brand. CONSISTENTLY — better ferent branch offices. Just im- 


papers, safer sealing, accurate Ps \ ae print enclosure for different 
construction—even better qual- : offices. Eliminates inventory mix- 
ity black-ink corner cards. Spe ups in the stock room, cuts 
cify Tension Envelopes printing costs way down. 





& 


TENSION ENVELOPE CORPORATION 
Campbell at 19th Street 
Grand 1-3800 e Kansas City 8, Missouri 


Kansas City + Fort Worth + Des Moines + Minneapolis 
St. Louis »+ Memphis + So. Hackensack 
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See us at the DMAA Convention— 
Miami Beach, Florida 





BOOKS 
you OUGHT 
TO READ 


Reviewed by 
Henry Hoke, Editor 











During the past month or so, I’ve 


been juggling around with five cur- 
rent books ' s reading parts here and 
there, then switching for diversion. 
Will give you impressions . . . and 


why I think you should read. 


i! Plain Letters 


by Mona Shep- 
pard (Simon and Schuster, New York, 
$4.50). By all means get it. Read it. 
Have it in your library for helping 
others to learn how to write effective. 
simple letters. Mona Sheppard, as a 
government employee, gained fame in 
1955 when she authored a pamphlet 
with the same name, Plain Letters. lt 
was published by the Government 
Printing Office and had a total print- 
ing of five hundred thousand. Its 
purpose was to show government em- 
ployees how to eliminate unintelligible 
federalese, more commonly known as 
“gobbledygook.” For her efforts. Miss 
Sheppard was honored with a U. S. 
Government Service 
Award 


Distinguished 


Her present book is an amplifica- 
tion of previous work slanted 
toward the businessman rather than a 
government There have 


heen many books about letterwriting 


employee. 


but this is probably the easiest to read. 
It has a lively, conversational style 
that is convincing and sometimes 
amusing. Most of the advice is focused 
on four principles Shortness, 
Simplicity, Strength and Sincerity. 
Since reading other people’s letters 
is usually fun. many good and bad 
scattered throughout 
especially in the 


examples are 
the 305 pages 
last chapter which includes rare ex- 
hibits of how to write letters of apolo- 
gy. We are glad to add this book to 
the weapons fighting redundancy and 
pomposity in business letters. Inci- 
dentally, Miss Sheppard is now a cor- 
respondence consultant for business 
firms in her non-government position 
as vice president of Leahy and Com- 
pany. New York. a management con- 
sultant firm. 


wos 
i! The Operators 


by Frank Gib- 
ney (Harper & Brothers. New York, 
$3.95). This should be required read- 
ing for every person who in any way 
is connected with advertising and /or 
selling . . . from office boy to presi- 
dent. It also should be required read- 
ing for all undergraduates studying 
in advertising courses. It is a frighten- 


‘ ed on Page 92) 
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A Free Service to Every Dunhill Client: 


COMPLETE 


Scores 


of factors affect your returns: 


There’s more to making money in direct mail than buying the right lists. 
timing, geographical conditions, 
weather, consumer and trade reactions, pricing, competition. How do you get 
the right answers? One way is to check the “pros” 
learned-it-the-hard-way marketing and research people at Dunhill. Every 
Dunhill client has available the seasoned experienced staff of marketing 


the experienced, 


executives who knows wholesale and retail and industrial chan- 


MARKETING nels in scores of fields. If you need advices and counsel. Denki con 
help supply the new ideas, techniques and tools. The Dunhill Pros 
FACILITIES are backed by the world’s largest mailing list reference and research library, 


a formidable marketing tool in itself. Now, look to Dunhill’s twenty-five years 
= a ee ee ee ee eee 


experience to help you profit in mail order. 
CHUMP INTERNATIONAL LIST CO., INC eueees's caemeen 


MAILING LIST COMPILERS and MARKET PLANNERS 
LISTS INCLUDE: 


Headquarters: Dunhill Bidg., 444 Park Ave. South, N.Y. 16. N.Y 
Telephone: MU. 6-3700 
- Fishing & Hunting License Holders 


Miami: 724 Dade Commonwealth Bidg. FRanklin 7-3696 
Toronto: 501 Yonge Street WAlnut 3-9183 


+ Contributors 
- Stock Market Investors 
- Real Estate Syndicate Investors 


Dunhill 
Send me ur latest catalog of 5,000 top mar- 


MAIL THIS 
keting lists in U.S., Canada & Latin-America 
COUPON We are interested in the following specialized : 
S + Engineers 
FOR Name * College & University Alumni 
FREE stlor - Captains of Industry 
LIST - Public Opinion Moulders 


; - High Gov't. Officials— 
CATALOG Domestic and International 











Back in the early 1930’s some of our 
customers discovered that we had a 
genius for fine presswork. One thing 
leads to another, so we found our- 
selves adding the finest press equip- 
ment, first for letterpress, then for 
offset. Today we have about as flexi- 
ble a set-up as you will find anywhere, 
for runs of any size, on our one-, 
two-, and four-color presses. 


And not less important, most of the 
customers who came to us for fine 
printing more than a quarter century 
ago are still buying it from us today. 
They set our standards, and we 
trained our people and selected our 
equipment to keep them happy. 


If you want to know how good we are, 
ask our customers who are some of 
the most distinguished and demand- 
ing users of printing in America. 


To make our business more unusual, 
another group of clients, leaders in 
advertising and advertising agencies, 
depended on us for fine advertising 
typography. To satisfy all their needs 
we have developed complete facilities 
for machine (linotype, monotype) and 
hand composition in all sizes— foreign 
languages included. 


So here we are: one foot in letterpress 
printing and offset lithography, the 
other foot in advertising typography, 
and both feet firmly on the ground! 


To learn more about the service that 
our customers built, and what it can 
do for you, drop us a line or telephone 
ANdover 3-0722. 


Runkle-Thompson:- Kovats-Inc 


Lithographers + Printers « Advertising Typographers « 650 West Lake Street, Chicago 4, Illinois 
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CUT YOUR 
MAILING 


CosTs! 


WITH THE 
MODEL 
No. 6 


This portable table SAXMAYER 
Model No. 6 is especially adapted 
to tie letter mail—also designed 
for general purpose tying of bun- 
dies in any sequence up to 6” high 
without adjustments. Adjustable 
legs and casters available at a small 
additional cost. 

All SAXMAYER tyers are noted 
for SAFETY automatic releases 
where needed; SIMPLICITY — all 
working parts are interchangeable; 
not only attractive in appearance 
but also EFFICIENT — fully auto- 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 
Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for details and litera- 


ai DEPT. M 
NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 








Carey can solve it 
speedily, colorfull 


BIG RUN 


y 


and economically. Our 


roll-fed printing and 


unique paper facili 


PRINTING ties, plus round-the 


clock operation, easi! 


meet your deadline an 
budget 


PROBLEM ? 


"Ciiartng 4100 
CAREY PRESS 
CORP. 


406 W. 31 St.. N.Y 


requirements 
Call Arthur Friedman 


{ 
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Copywriting Studio 


Confidential Work 
Add 26 copy experts 
to your staff—but not 
to your payroli—get a 
top creative team for a 
pre-agreed per-job fee 
Persuasive Communication 


MU 3-1455 
any kind — any medium 


2 madison ny 16 





BOOKS... 


ing and shocking book, written by an 
experienced reporter (now a staff 
writer on Life) who has thoroughly 
researched the amazing story of 
“genteel fraud” in these United States. 
Mr. Gibney describes for you the char- 
acteristics of such “operators” as the 
sharp dealers, the takers of bribes and 
kickbacks, the boilerroom operators, 
the fixers, the pitchmen, the corporate 
jugglers, the crooked labor bosses, the 
professionals and the dodgers. 

As I read the descriptions and doc- 
umentations, I recognized some of 
the mail order operations we've cru- 
saded against in The Reporter. | had 
a better understanding of why we 
cannot change these people who, once 
started on chiseling and misrepresen- 
tation, just cannot change. Some of 
the sharpers start out as legitimate 
businessmen but along the way they 
learn to make a fast buck faster and 
soon it becomes a habit. I also learned 
why it is so hard to get legal action 
against some of the sharpers . . . be- 
cause of the difficulty of proving intent 
to defraud. Many, such as franchise 
racketeers in our field, do not consider 
it morally wrong to “take” the suck- 
ers unaware. 

As you read this amazing book. you 
too will recognize some of your fel- 
low citizens in many fields. Some are 
community pillars who thrive in the 
shady climate of gray-flannel morali- 
ty. Most of these pillars have adopted 
the oldest man, 
“You can't cheat an honest man.” So 
not catch the suckers who 


maxim of the con 
, why 
fall for promises of quick gains or 
something for nothing. In Mr. Gib- 
ney’s opinion, the habit of fraud is 
growing upon us. More and more 
Americans are condoning sharp prac- 
tices. He blames the ascendancy of 
genteel fraud on the nearly universal 
disregard of the prohibition laws and 
the black marketing of the war years. 
People learned to be crooked and 
how to get away with it. He believes 
all of this borderline crookedness is a 
storm 


dangerous warning for our 


democracy. His last paragraph is 
sobering: 

“Older powers than ours have been 
fatally undermined when the gap grew 
too great between the citizen’s private 
sense of wrong and the public morali- 
ty to which he and his fellows were 
pledged; when the righteous word, 
instead of accompanying the right 
deed, began to replace it. Republics, 
we can only repeat, do and must live 
by virtue. If this republic continues to 
live by shirking, pleasure-seeking or 


92 


outright fraud. we must be prepared 
one day to pick up a fearful check for 
it—without any expense account left 
to put it on.” 

Get this book. Read it. Talk about 
it with your friends. When you meet 
up with a recognizable operator in 
the direct mail field . . . do your best 
to stop him, expose him, or get him 
out of our economic hair. 


it Mailman, U.S.A....by William 


C. Doherty, president of the National 
Association of Letter Carriers, 100 
Indiana Ave., N.W., Washington 1, 
D. C. (David McKay Company, New 
York, $4.50). I mentioned this book 
briefly in a last-minute September is- 
sue Scuttlebutt item ... but it deserves 
more attention. (Incidentally, I quot- 
ed price as $3.95 which happened to 
be prepublication price to friends. 
Bookstore price is now $4.50.) 

Bill Doherty has had a know ledge- 
gaining career in the postal service 
. . Starting out as a substitute carrier 
Ohio Post Office 
1923. After many 
stages he became 


in the Cincinnati, 
back in January 
intermediary 
president of the Letter Carriers Asso- 
ciation in September 1941. His ac- 
quaintance with the postal system is 
tremendcus and his book is the 
first complete analysis of what is 
wrong with the setup and what could 
be done to correct it. Direct mailers 
who have had to fight off Summer- 
field’s propaganda attacks should ap- 
plaud one of the chief premises of 
the book: 

“Is the Post Office a business or a 
service? I firmly believe it is a service 
to the American people. It should no 
more be expected to show a ‘profit’ 
than should the Department of Agri- 
culture, let us say, or the Department 
of Defense. I do not advocate this as 
a monolithic. or even as a unilateral 
proposition. Certainly there must be 
a decent and due regard for economy. 
There must be an insistence on maxi- 
mum efficiency. The actual users of 
the mail should pay a fair share of 
the allocated costs of the particular 
class of mail they use. * * * The Post 
Office performs numerous and neces- 
sary welfare services for the public at 
large which have little or nothing to 
do with the business of carrying the 
mail. The cost of these services, which 
is considerable, should certainly be 
borne out of general taxation and 
should not be thrust upon the shoul- 
ders of the users of the mail.” 

All of you should read the sections 

(Continued on Page 94) 
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‘best brams 


you can buy 


on promotion problems 


IMMODEST? Maybe. But when you’re looking for counsel and 
creative help on direct mail and sales promotion problems you want 
a firm with enough experience, and enough success, to have full 
contidence in itself. 

Dickie-Raymond has 39 years’ experience exclusively in direct 
mail advertising and sales promotion. This means that we can usually 
answer your problems better because we’ve grappled with similar 
problems plenty of times before. 

We also have the largest creative staff in the business 
nation of sage minds and young spirited souls that is responsible for 
promotional material, and results, that command attention and 
respect. In hiring Dickie-Raymond you acquire the full-time services 
of this staff with none of the headaches, the expensive fringe costs, 
of building an internal staff. You know what you are getting — you 
know exactly what it will cost. 

On top of all this, we serve some of the proudest names in American 
business people who know what they want, know what they’re 
getting. It’s entirely possible that the things they find of value could 
be worth a great deal to you, too. Yet the cost of this service is ex- 


a combi- 


tremely low. 

Still think we're talking big? If we could spend a few 
minutes in meeting, you’d be in a good position to judge for yourself. 
There’s certainly no obligation. 


SERVING LEADERS IN AMERICAN BUSINESS 


Iron Fireman Manufacturing Puerto Rico Economic Development 


Dy -Dee Service, Inc 
Company Administration 


Eastman Kodak Company 


AEtna Life Insurance Company 
Air Express Division, Railway 


Express Agency 
Air Traffic Conference of America 
American Airlines 
American Sisalkraft Corporation 
American Universities Field Staff 
The Andover Companies 
Automobile Lega! Association 
Barron's 
Chase Brass & Copper Company 
C.1.T. Financial Corporation 
Davol Rubber Company 


Industrial Division 

Factory Mutual Research 
Corporation 

General Electric Co. — Air 
Conditioning Dept. 

General Time Corporation 
Stromberg Division 

Hearst Record-American and 
Advertiser 

The Hertz Corporation 

The International Silver Company 


Lincoin Center for the 
Performing Arts 


Linweave Papers 
Masury-Young Company 
New York Stock Exchange 
Pan American World Airways 
Pitney -Bowes, Inc 

Plymouth Cordage Company 


Potter Drug & Chemical Corp 
Cuticura Products 


Railway Express Agency, Inc. 
Recordak Corporation 

Scovill Manufacturing Co 
Sheraton Corporation of America 
Tax Research Institute 
Sylvania Electric Products Inc. 
The Torrington Company 
United Business Service 
United States Envelope Co. 
The Wall Street Journal 

Zippo Manufacturing Company 


DICKIE-RAYMOND 


SALES PROMOTION COUNSEL «+ DIRECT MAIL ADVERTISING 
225 Park Ave., New York 17. MUrray Hill6-2280 + 470 Atlantic Ave., Boston 10 HAncock 6-3360 





BOOKS... 


devoted to Postmasters General Don- 
aldson and Summerfield, especially 
the 26 pages covering “The Tragedy 


of King Arthur” and “The Vanity of 


Human Wishes.” Let’s quote a few 
lines . . . to get the feel of it. 

“During the past eight years. de- 
spite many violent disagreements with 


him, | have consistently tried to be 
Arthur Summerfield’s friend. I have 
tried to be helpful by offering advice 


based on many years of practical ex 
perience. I have tried to convince him 
that Postmasters General are remem- 
bered for their attitudes toward their 
employees and not for their financial 
acumen. | cannot claim any success. 
I have always found Mr. Summer- 
field interested, not in advice. but in 
consent. 

“During his earliest days in office 
he showed a unique courage in doing 
battle with the Congress. His _fear- 
lessness, at first. caught the public 
imagination. The postal service, which 
had always been considered pretty dull 
stuff by the people and the press of 
the nation, suddenly became exciting 
and controversial. But admiration. 
even among his friends and support- 
ers, turned to misgivings as it became 
more and more apparent that his only 


answer to even mild opposition was 
wild and indiscriminate slugging. with 
a touch of gouging thrown in for good 
measure. By nature Summerfield is a 
club-fighter, not a main-event tac- 
tician. 

“In many ways it might have been 
better if Summerfield had taken all 
telephones out of his office. A choleri 
man at times, he has been much given 
to picking up the phone and fero- 
ciously bawling out senators and con- 
gressmen who, he felt. were not co- 
operating with his program of the 
moment. This is not the way to win 
friends or influence people. - 
Few cabinet officers in history have 
aroused as much congressional indig- 
nation as he has, and this widespread 
disapproval has been ruinous to his 
hopes. His knee-in-the-groin approach 
to diplomacy has been a complete 
failure in the Congress and, according 
to informed sources, has caused con- 
cern even in the White House. 

“I once tried to soften the anger of 
a congressman by remarking that in 
many ways Summerfield was his own 
worst enemy. The 
growled: “Not while I’m still alive. 
he isn’t. This was a Republican mem- 
ber who, under normal circumstances. 
Summerfield’s 


congressman 


should have been 


friend 


NEW! GOLDEN TOUGH 


MAKE YOUR SALES SPARKLE WITH 
24 KARAT GOLD TRANSFER FOIL 
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With Golden Touch grown-ups and kids can write in genuine 
24K gold right on your product! Golden Touch adheres to 
paper, plastic, glass, metal, wood, leather, fabric. 

Brilliant, tarnish-proof golden strips are promotion-packed 
in high-styie two color acetate...Golden Touch adds golden 
elegance and excitement to your holiday packages and spe- 


cial year-round premium offers. 


Be a modern Midas! Give your promotion the GOLDEN 
TOUCH. Write for samples of three varieties today. 


GRAUERT OF GOLD STREET 
100 GOLD STREET, NEW YORK 38, NEW YORK 


Also quality stamping leaf for every purpose. 


But aside from the historical de- 
scriptions of what has happened, the 
real “guts” of the book comes in the 
section devoted to recommendations 
for improvement. 

I have always been a fan of the In- 
spection Department of the Post Of- 
fice. But until I read Mailman, U.S.A. 
1 hadn’t realized how the “police 
mind” has too often dominated the 
administrative division of the depart- 
ment ... how police-trained men have 
befuddled and practically hog-tied 
the highly publicized decentralization 
program. Another division has also 
dominated administrative policy... 
the accountants in cost ascertainment. 
Bill Doherty believes that police and 
accounting minds were responsible 
for ruining both Donaldson and Sum- 
merfield. They forgot the basic phi- 
losophy of a great public service in 
the mad rush for investigation, sus- 
picion, efficiency and balanced bud- 
gets. 

Bill Doherty believes that future 
Postmasters General should be pro- 
hibited by law from participating in 
any activity to influence either post- 
age or salary rates: he should admin- 
ister the public utility according to 
law and without the domination of 
publicists, police force or accountants. 
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New Heyer Conqueror Paper Folder... 


lets you do two things at once ! 


Don't confuse this with any folding machine you've ever seen, because this y 
one is different ... it runs itself! At the touch of a lever, the new Heyer . 
Conqueror Paper Folder automatically feeds, folds, counts and stacks 

110 sheets a minute and stops when the last sheet is fed. * 
You can leave this fine production machine unattended while it automatically 
folds printed pieces as they come from your duplicator or offset press! 

This means getting your mailings out immediately, without the costly, 
time-consuming operation of hand-folding. 

Now you can fold letters, invoices, statements, even multiples of 6 or 8 

sheets stapled together, quickly, effortlessly on the new Heyer Conqueror 
Folder. 

No question about it... this machine will quickly pay for itself! 

Ask for information about a ONE WEEK FREE TRIAL of the new 
Conqueror Paper Folder—no obligation. A hand-operated model is 


available for shorter, occasional runs. And, most interesting of all, 
prices of Conqueror Folders are much lower than you'd expect. 


STYLED BY REINECKE @ ASSOCIATES 


ie 
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THIS FOLDING MACHINE IS DIFFERENT—THIS ONE RUNS ITSELF! 





ST 
HOF 


Makes ail 
standard folds ... 
invoices, state 
ments, advertising 
literature, even 
stapled sheets 


Turn a dial... 


for non-skip feeding 
of thin, medium 
coarse, glossy or 
heavy papers, 3 « 5” 
to 9 x 17” wn size 








g'asp paper at outer 
edges —do not 
smudge printed 
area 





Two quick - set 
fold controls . . . 


at top of machine. 
adjacent to perma 
nent instructions 

and told diagrams 





Hoyer 


HEYER INCORPORATED 


Chicago 23, Iilinois 


HEVER inconrorareo / 





First fold piate 
instantly removable 
for fast clearance 

of paper jams, 

should they occur 





Counts 
as it folds... 


highly visible re-set 
counter shows accu 
tately how many sheets 
have been folded 





conveyor belt deposits 
folded sheets in neat stack 
in adjustable receiver 


1870A South Kostner Avenue 
Chicago 23, Illinois 


a Please send literature and information about a 
ONE WEEK FREE TRIAL of a Conqueror Paper Folder. 


Send for 
Information 


MAIL COUPON TODAY 


NAME 
COMPANY 


ADDRESS 
About one week 
FREE trial 


city 
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METHODOLOGY“ 


In Mail Advertising 


means more effective promotion 
for you. Ambassador's 38 years’ 
experience in industrial promo- 
1t hand to help 
ward your most 
tpproach pre 

most dramatic 


er 


Typewriter addressing 


Addressograph 


‘reative staff 


*(The Scien of Seeking the 


Better Way) 


AMBASSADOR 
MAIL 
ADVERTISING 
co. 


2050 Bellmore Avenue, Bellmore, N.Y 


CAstle 1-3300—BOwling Green 9-0607 








BOOKS... 


We urge you again to buy this 
remarkable book. Read it in amaze- 
ment. Then buy a couple more copies. 
Give one to your local postmaster or 
your own letter carrier. Send one to 
your Congressman. Ask him to read 
it and pass it along. Send your check 
for $4.50 to the National Association 
of Letter Carriers, 100 Indiana Ave., 
N.W., Washington 1, D. C. and you 
will receive a copy of the book by 
return mail. You will be helping in a 
crusade which may have far-reaching 
effects on future postal administra- 
tions. 


gall 
os Mr. Citizen .. . by Harry S. 


Truman (Random House, New York, 
$5). Perhaps I shouldn’t mention it 
during an election year but it would 
be a shame if Americans shut their 
eyes to the words in this book just 
because of political or personal prej- 
udices. I thought it was a wonderful 
experience to get the story of a man 
who held the biggest job in the world; 
what he did; how he adjusted to 
“normal” life again; what he thinks 
about the future. No use trying to 
review the text. If you can forget 
politics and prejudice... you'll get 
a real lift from the simple writing and 
from the feeling of being close to the 
inner workings of the greatest ex- 
perience in government. 

| suppose one reason I liked this 
book is that in many ways it’s an 
argument against pomposity which 
we ve been mentioning in Scuttlebutt. 
For instance, this paragraph: 

“I always made the distinction be- 
tween the office of President and the 
person of the President. That may 
seem to some a fine distinction, but 
I am glad I made it. Otherwise | 
might be suffering today from the 
same kind of ‘importance’ complex 
that some people have come down 
with. Washington is full of big shots 
whose already inflated egos go up 
with a touch of ‘Potomac fever.’ 
tried very hard to escape that ludic- 
rous disease.” 

(I spent about five years on and 
off in Washington and I know how 
that “Potomac Fever” affects so 
many. ) 

I liked also the photographs used 
... part of a collection in the Truman 
Library. One shows HST stroking 
the nose of a mule. The down-to-earth 
caption reads: “My favorite animal 
is the mule. He has more horse sense 
than a horse. He knows when to stop 
eating—and he knows when to stop 
working.” 
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— 
ant | Made My Bed... by Kathy 
O'Farrell as told to Rube Goldberg 
(Doubleday & Company, Garden 
City, N. Y., $2.95). This last book 
in my month of juggling back and 
forth was purely for diversion... 
but it’s a good example of wry humor. 
Kathy O'Farrell is a completely 
hypothetical, superlatively naughty 
girl who starts in poverty, reaches 
theatrical heights and slides to the 
gutter...only to be saved by Ed 
Sullivan, asking that she write her 
intimate memoirs so he can invite 
her to appear on his Sunday evening 
show. 

Rube Goldberg has produced a 
masterpiece which of course is no- 
thing more than a debunking of all 
the phony ghostwritten “memoirs” of 
“saved” alcoholics, prostitutes, dope 
fiends and sundry sordid characters. 
It is a ribald work of kidding and | 
hope Boston or the Post Office will not 
ban its distribution. Some parts of the 
confession sounded familiar. In her 
more hazy moments of alcoholism 
Kathy O'Farrell felt the compelling 
urge to write poetry. All of her verses 
sounded exactly like those of Re- 
porter Associate Editor Peter Fischer, 
when he wrote his phony book in- 
tended to expose the vanity pub- 
lishers. A good example of the Gold- 
berg-O’Farrell style is this one: 


“Requiem to a Codfish Cake 

A blue caterpillar walking in the 
moonlight, 

On the edge of an adjective cannot 
find warmth 

In a chandelier with three bulbs 
missing. 

Sixty-six buttons without sixty-six 
buttonholes 

Round shadows groping in the 
valley of nil; 

Where a sockful of ravioli swings 
in nubile cadence 

To the nothingness of zero.” 


So...for solid educational read- 
ing, tackle Plain Letters, The Opera- 
tors, Mailman, U.S.A., and Mr. Citi- 
zen. But for some well-deserved re- 
laxation, laugh with Rube Goldberg 
at the downfall of Kathy O’Farrell in 
I Made My Bed. e 


The superiority of an old-time education 
seems to be based on the fact that grand- 
father had to walk 6 miles to get one. 

From: Taylor Talk, published monthly 
for distribution to yearbook staffs and 
sponsors by Taylor Publishing Co., 6320 
Denton Drive, Dallas, Texas. 
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May we show you this new Slide Film?. . . For 40 years we have specialized in 


the phases of direct mail that are closest to actual selling. Based on that experience, we 
have now developed a plan for firing (energizing) salesmen that will 

—give them new enthusiasm 

—get them across the desk from more, and better, prospects 

—increase their productive hours 


— provide you with a better return on your sales cost 


If you are interested in more sales, and lower selling costs, phone LOcust 3-0180 or drop us 


a note and we'll arrange an appointment. No obligation of course. 


The Buckley Organization, Inc., Philadelphia National Bank Building, Philadelphia 7, Pa. 





YOUR BEST 


MAILING 
LISTS 


We have them all! 
U.S. * CANADA 


Pius, naturally all 
other types of 

Business, Executive 

Taeanaenelelarcie 


Area, 


etc mailing lists 


Professional 


Residential 


Sr 


ZELLER / LETICA 





Direct Mail and Mail Order 


COPY 


that mokes SENSE 
that makes SALES 
that makes BUYERS went 
to do business with you 
Write me about your plens 
or problems 
All details handled by mai! 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of industry 
Awards Dortnell Gold Medal. . . 
Editor of IMP, “The world’s smallest 

house organ” 





If you MAIL to EUROPE. . 


Consider the economy of having your 
printing and mailing done on the Con- 
tinent. Newsweek, Reader's Digest and 
the New York Times have discovered 
the advantage 

Write for information—no obligation 


DeMutator N. V. 


Willemsparkweg 112 
Amsterdam. Holland 


REPLY TO 
“A PROTEST”’ 


Following letter arrived from the 
American Technical Society ( Drexel 
Ave. at 58th St., Chicago 37, IIL). 
We promised we would print any 
rebuttal, so here it is: 


Gentlemen 

Reference is made to your article entitled 
“A Protest’ ‘appearing on page 13 of your 
August issue 

We, naturally, regret that you did not 
make inquiry printing the “criti 
cism,” but we, nevertheless, accept your 
invitation to furnish an explanation of what 
you have termed a “seeming abuse.” 

The facts are that the American Tech 
nical Society is an educational institution 
chartered as a_ not-for-profit corporation 
For many years, the Postal Department has 
been fully satisfied on that point and also 
as to the correctness of the postage rates 


before 


paid by this institution 

The other particular institutions men 
tioned in your article are fine organizations 
who have our respect, but the one big dif 
ference in those home-study schools, relat 
ing to postal rates, is that they are organ 
ized and chartered as “corporations for 
profit.” they have stockholders who nat 
urally and rightfully expect to receive divi 
dends if the amount of profits will justify 
The American Technical Society has no 
stockholders and, consequently, no divi 
dends that could be paid to anyone. After 
the meeting of our regular operating ex 
penses, any excess income is used for the 
improvement of the study material and in 
structional services offered—all for the ben 
efit of our students 

The quality and standards of our organi 
zation invite comparison. Our students re 
values for 
tuition charges, much of 
possible by the fact that 
Technical Society is a not 


ceive exceptional educational 
very reasonable 
which is made 
the American 
for-proht organization 

Cordially yours 
(-erald J 


| xtension 


(signed) Smith 


Director Division 

Reporter's Comment: A good expla- 
nation of position . . . but it still leaves 
open and even emphasizes the ine- 
quity of the special postal rates given 
to non-profit organizations. Exempting 
“non-profits” from third-class rate in- 
creases was a slick maneuver by the 
PMG to get union and religious lobby- 
ists off his neck and allow commercial 
increases to go through. The Reporter 
has argued all along that it is ridicu- 
lous to have two classes of users in the 
same classification of mail . . . in spite 
of the objections of our religious 
friends. There have been many abuses 
and there will continue to be abuses 
as long as this silly situation exists. 
Selling technical courses by mail is 
not exactly a “non-profit” venture 
even though the organization might 
be incorporated as “non-profit.” Some- 
body gets paid for organizing, pre- 
paring and running the show . . . just 
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the same as the commercial corres- 
pondence schools. We still believe that 
the “exempt” rates are morally wrong. 
All users of third-class bulk mail should 
pay the same rates for the same serv- 
ices. Otherwise, there will be abuses, 
inequities and continuing criticism.e 


STORY-TELLING 
LETTERS 


Back in the days when direct mail 
was young (in the very early 1900's) 
there many good examples 
of story-telling letters. Perhaps it 
was because most of the early crusad- 
ing direct mail creators were natural 
storytellers. Fellows like Bill Kier, 
Jack Carr, Tim Thrift, Bob Collier, 
Louis Victor Eytinge and many others 
too numerous to mention. But in re- 
years, the story-telling letters 
emotional impact 


were 


cent 
with tremendous 
seem to have been displaced by the 
formula-type of hard-selling mail order 
letters. 

So when we get a letter 
starts with a story or fable, we are 
inclined to sit back and enjoy it. 


which 


For your enjoyment, we will re- 
print the which appeared on 
both sides of a primrose-tinted letter- 
head, processed in green typewriter 
ribbon. The letterhead identifies the 
firm as Fascolor. Inc.. P. O. Box 86, 
Rochester 1, N. Y. The fellow who 
wrote this letter, whether it was Mr. 
Fuller or not. should be invited to 
speak at the copy session of the next 
DMAA convention. He knows how to 


create pictures out of words 


copy 


A SPRING FABLE 
FOR MODERNS... 

There was once a man who 
resist the call of spring. (Even as 
and I.) 

Every Easter he 
Mabel, his wife, and Susie, his daughter 
in their new spring finery. But these back 
yard snapshots always showed frozen grins 


would take pictures of 


ind a generous background of brick house 
wall. He was invariably disappointed. (Even 
as you and I.) 

Then one glorious spring morning 
is he admired the fresh green of the lawn 
and trees, and the breeze was warm against 
his face . . a colorful redbird lit on his 
shoulder and cheeped earnestly into his 
ear 

He slowly nodded ind smiled (Wouldn't 
you and |?) Then he drew an old envelope 
from his pocket and spent a few minutes 
notes on the back of it Just 
perhaps only three 


writing some 
i very few minutes... 
or four 

But that Easter he followed the redbird’s 
advice. He took his pictures according to 
the plan he had sketched out on that 
envelope 

Susie’s festive Easter basket was the first 
shot taken on his fresh roll of color film . 
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Do you have a Customer List? 


THEN, CHANCES ARE, YOU CAN MAIL THESE 
OFFERS PROFITABLY! 
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Now you can be in another business... without any costly 
investment in merchandise, money, equipment or executive time! 


It is our function to make it easy for 
you to get into the direct mail busi- 
ness by supplying you with the mer- 
chandise offers and the complete 
mailing vehicle. In addition, we’ll 
show you exactly how to set up your 
direct mail operation without any 
costly investment in merchandise or 
manpower. 


WE DO EVERYTHING—ALL YOU DO 
IS MAIL! No Inventory! No Stock! 
No Markdowns! 


We supply the full color circulars in 
any quantity, at our low, multi- 
million run price—even the letters 


and return cards if you wish. You 
can test any quantity and have no 
stock or inventory to bother with, 
no markdowns to cut your profit. 
All orders are drop shipped directly 
to your customers. 


GET SALES AS HIGH AS $2100 PER 
1000 CIRCULARS! When you con- 
sider the fact that you have mini- 
mum expenses to allocate against 
these sales, it is obvious that your 
net is bound to be exceptionally high. 


THE SLOAN ASHLAND DIVISION, Merchandise Mart, Chicage 54, Mlineis 


I would like more information on how I can 


THE 
sloan-ashland 
DAVISION 


Merchandise Mart, Chicago 54 


mail your offers to my customers. 
Your Name 

Firm Name 

Firm Address 


City 


Zone State 
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ai ovdinaru 


; 


fypeiriter 


that’s 


all 


and 


carbo- 
snap 


addressing label sets 


you 


need! 


saves you 


on 


addr Ssing 





Stamp 
Affixer 


Affixes actual stamps instead of 
printed tape—for more personal- 
looking mail. A small, compact 
stamp affixer that can stamp 
thousands of envelopes a day. Easy 
to operate—no wires—no elec 
tricity. Can be stored in office 
desk or file. Loads rolls of 500 
stamps at a time in any 


denomination. Get one for regular 
mail—get one for air mail—get 
one for pre-cancelled mail—get 
one for every department. Use, 
also, to affix stamp-size adver- 
tising labels or stickers. 

Only $40.00 plus F.E.T 


Dealer Inquiries Invited 


MAILERS EQUIPMENT CO., INC. 


40A West 15th Street, New York 11, N. Y. 





and a minute or two later he caught her 
gay chocolate-smudged laugh. 

He took a picture of the massive beauty 
of their church against the blue cloud- 
flecked sky that morning . . . and caught 
the fresh faith and innocence of the Cherub 
Choir as they entered the front door of the 
church in solemn procession. 

At the close of the service, his camera 
snapped Mabel and Susie as they left the 
church. They were resplendent in their 
new dresses and shoes . . . still radiant 
with the inspiration of the Easter story. 

Many other pictures he took that day, 
according to his plan. He did not forget 
a close-up of his mother admiring her 
Easter lily 
in the Easter parade 

In the afternoon, he revisited the church 
with his camera and tripod. Quietly he 
took pictures of the glowing stained glass 
windows that made the sanctuary a haven 
of beauty 

When his roll of film was completed, he 
naturally whisked it along te FASCOLOR 

. . in an envelope exactly like the one 
with this letter (this, too, was part of 
the wisdom imparted to him by the little 
redbird.) 

From FASCOLOR, he received careful 
ind genuine (not merely licensed) Kodak 
processing of his pictures 

Before the following week had ended . 
yes, even before those spring outfits were 
worn for the second time! . . . he, Mabel, 
and Susie were enjoying the full, brilliant, 
color story of their Easter. And so were 


nor of young couples strolling 


their friends and neighbors, who began to 
think he was a much more clever fellow 
than they had ever suspected. 

They lived happily for ever after, of 
course. From then on they always mace 
simple plans for all of their picture-taking 
activities . and always relied on FAS 
COLOR for the very finest color processing 

Even as you and I! 

Most cordially, 
T. W. Fuller 
for FASCOLOR 
MORAL: Spring calls for pictures, and 
pictures call for FASCOLOR premium 
service and processing. @ 


A SINCERE 
LETTER 


Paul Franzenburg, Jr. (Franzen- 
burg Wolf Creek Smokehouse, Con- 
rad, Iowa) sent us a letter he con- 
siders a model of simplicity and 
sincerity. It came to him from Dr. 
Laurence Jones, who once appeared 
as an honored guest on Ralph Ed- 
wards’ show, “This Is Your Life.” 
We too receive the simple, economic- 
ally-produced appeals from the Piney 
Woods School for Negro children and 
agree with Mr. Franzenburg about 
their sincerity. Here is the latest: 


Dear Friend: 
I address you as Dear Friend, feeling 
that you are friendly to worthy causes. 
Our Piney Woods School friends have 
developed the habit of saying “All you need 
to do, Jones, is tell people what you need.” 
It’s truly wonderful for people to have 
such faith in one. 
At this time, it’s mule power we need. 
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Once we had six mules, but mules grow 
old and pass out. Of the four we have 
been using, there are now only three and 
one of them is old and growing weaker. 
Piney Woods’ boys work their way plow- 
ing with our mules to make a crop. 
Wouldn't you be willing to give a check 
for one dollar toward a mule (cost of a 
mule $150.00) that will enable a boy to 
become a useful citizen? 
In the joy of spraying a human orchard, 
(signed) Laurence C. Jones 
Piney Woods School 
Piney Woods, Miss. 


Summer 1960 


TWO INDUSTRIAL 
ADVERTISING CASE 
HISTORIES 


Some years back, The Reporter made 
a summer-long research to prepare a 
feature on industrial direct mail. We 
found that in the large majority of 
cases the manufacturer-dealer relation- 
ship was somewhat less than lukewarm. 
In too many cases, the manufacturers 
high-hatted the distributors and the 
distributors didn’t think too highly 
of the manufacturers’ merchandising 
ability. 

We always like to get case histories 
which prove the opposite. One comes 
from John Palshaw, former ad man- 
ager of Edwards Company, Inc., Nor- 
walk, Conn. (manufacturers of control, 
communications and protection equip- 
ment for homes, schools, hospitals, of- 
fices and industry). We like the seal 
used on Edwards’ letterhead. Proves 
that company values highly its dis- 
tributor organizations. 

Here’s how Mr. Palshaw described 
their Sound Partnership Program: 

“The enclosed hand book, (48-page, 
41. x 8-inch, plastic-bound, looseleaf ) 
which we call the Edwards Condensed 
Features Kit, started out as a bi-weekly 
series of mailings to 6,500 distributor 
sales personnel. When these personnel 
were enrolled in our Sound Partner- 
ship Selling Program early in 1958, 
they received a folder (pocket size) in 
which to keep the series of features 
cards. These sales education cards 
featured first a product normally 
stocked and sold by Edwards distribu- 
tors and then two weeks later another 
card would arrive discussing our more 
elaborate systems which we eventually 
hope to gain added distributor-sales 
effort on. 

“This year, with the mailing pro- 
gram completed, we decided to offer 
the complete Product Features Kit as 
a distributor sales said. We realized 
that the majority of distributor per- 
sonnel had probably not kept accurate 
track of all our mailings, and, there- 
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fancy “consulting” fees? No expensive preliminary probe and 


“analysis” of your current mailing methods, systems and pro- 


cedures? No high-priced, bound-up formal “report” revealing 


so-called “production secrets”? 


No. Not at Circulation Associates, Inc. 


Solving production and mailing problems, helping mailers improve the output and efficiency 


of their promotion, and offering advice for reducing costs are all part of the day at C.A. 


They are part of 20 years experience and knowledge, to which all users and prospective 


users of our 20 diversified production services are entitled... and get. 











C.A.’s approach to both clients’ and pros- 
pects’ mailing requirements is direct. Across 
our desk, on the telephone, by mail, or per- 
haps at lunch, the C.A. specialist is always 
ready to discuss any production problem, 
size it up, then help solve it by recommend- 
ing a new production technique. 


C.A.’s door is always open to anyone look- 


ing for a better way. 


Behind this door at 226 West 56th Street 
in New York you, too, can find the city’s 
most experienced and well-equipped pro- 
duction men and machines ready to dig in 
and help you any way, anytime. There’s no 
plush wall-to-wall malarky. No homburg 
hat consultation billed by the hour. No 
secrets that cost you to share. Just helpful 
mailing ideas and innovations. 


Ours is a production and mailing business, where we get right down to business . . . openly 
recommending and implementing new methods for better direct mail economy and efficiency. 
That’s why perhaps you should join many of the nation’s most successful mailers, who also 


ret right down to business. They know confi- 
dently they can always phone JUdson 6-3530 
to ask for any kind of production advice or 
help. Their results prove the Circulation 
Associates Specialists’ answer is and always 

will be the same: 





CAT 


W hethe 

ole as busir 

heeled ma ora uyel 
the members of his family 
has the right lures and techniq 


to make your Sala successtfu 


Don't start on v j expedition 


the proper preparation! Te 
bagging y« g game al 
them back alive and | 
Call Herb Alirend! PLaz 


7 } 
fo tatk over pla 


Single assignment 


etainer basis. P 


AHREND ASSOCIATES 


60! Madison Ave., New York 22, N.Y. + 


Plaza 1-O312 


Planning Art, Copy, and Complete Production of 
CATALOGS © POSTERS © DISPLAYS © SALES LETTERS © BROCHURES © DEALER alps 


FILMS FOR TV AND BUSINESS 


MAILING LISTS ©@ MAIL ORDER CAMPAIGNS 








INDUSTRIAL MAIL USERS! 


For the first time—a Guide to over 3,500,000 
firms and institutions on IBM cards—organized 
by U. S. Government Standard Industrial Classi- 
fication (SIC) system. Up-to-date counts for AGRI- 
CULTURE @ MINING e CONSTRUCTION @ MANU- 
FACTURING @ TRANSPORTATION e UTILITIES © 
RETAILING @ FINANCE e@ INSURANCE e REAL 
ESTATE @ SERVICES e CHURCHES e SCHOOLS 
© LAW FIRMS. Electronic list selection by size 
and type of business, town size, county or dis- 
tributors’ territories 


Write or Phone for this 
Valuable Booklet ! 


Mailing List Division 
COMMERCIAL LETTER, INC. 
1335 Delmar Bivd. + St. Louis 3, Mo CE 1-6006 











ARE YOU A 
PERFECTIONIST? 


Well, we are. Each member of our 
comparatively small but pro- 
gressive and creative . . . firm is a 
perfectionist about servicing our 
clients. 


CA.cker. Bennet 
LIST SERVICE, tne. 


140 West 55th Street, New York 19, N. Y 
JUdson 6-3768 





SPECIALIZING IN LISTS OF 


GARDE 


MAIL ORDER BUYERS 


Write now for our 


commendation 


nerialized re 
specialized 


MAILING LISTS, INC. 
381 Park Ave.S. * New York 16, N.Y 
ORegon 9-7160 


fore, wanted to be sure that this sell- 
ing information would be readily avail- 
abie on a permanent basis. 

“Rather than mail the complete kit 
to the 6,500 enrolled distributor per- 
sonnel, we offered the kit in a letter 
with return postal card. At the same 
time we kept our own sales organiza- 
tion informed, and offered quantities 
of the kit for their usage. 

“Results of the mailing to 6,500 
distributor personnel were slightly over 
1.650 returns, or approximately 26°. 
Our own men, seeing the value which 
this ‘pocket catalog’ could have, 
ordered close to 3.000 copies. Natu- 
rally, we were greatly pleased by such 
enthusiastic response.” 

\ good case history. Also proves 
that industrial distributor salesmen 
read direct mail. 

The second case history concerns an 
industrial distributor. Our past survey 
indicated that very few distributors 
did a competent job ol self-advertising 
But Harry P. Leu. Inc.. 100 W. Liv- 
ingson Ave., Orlando, Fla. was an 
exception. This concern is one of the 
largest distributors in the country . . 
covers most of the South and repre- 
sents more than 700 nationally known 
manufacturers. 

Back in 1958, Ad Manager V. L. 
Howe (who succeeded Ruth Gardner} 
embarked on a unique institutional 
campaign. Space ads were run in two 
of Florida’s leading newspapers. Fol- 
lowing each appearance, copy and art- 
work were direct mail 
folder which was mailed to southern 
industrial plants . particularly the 
newcomers or prospective newcomers. 
After four such mailings, all the points 
covered were combined in one final 
ad and direct mail folder. The cam- 
paign promoted (1) the general eco- 
nomic advantages inherent in the sys- 
tem of industrial distribution, and (2) 
the desirability of buying industrial 
supplies and machine tools through 
Harry P. Leu, Inc. The campaign was 
successful in that it “sold” new Florida 
“resold” 


revised for 


industries and businesses, 
active and inactive accounts, and as- 
sisted in obtaining increased business 
for Leu. Ine. 

This institutional activity had many 
side benefits. It actually helped the 
State of Florida by proving to northern 
interests that they could secure ade- 
quate supply servicing within the state. 
Politicians and citizens praised the 
double-barreled campaign—newspapers 
and direct mail. 

As a result of the 
company officials gave the green light 
for a 1959 effort. Newsaper ads ap- 
peared every month, July through No- 


1958 success, 
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This is Eugenie Ankenmann .. . our “Genie” 
of the telephone books. A long-time Creative 
employee — more than 13 years — Genie devotes 
all of her time to Creative’s library of telephone 
directories. It is her responsibility to check the 
publication notices of all telephone companies to 
order the most recent issue of each directory, to 
check its receipt and to file it properly on our 
shelves. Her most important task, however, is to 
edit the information in each directory to be sure 
that every address used is a good mail address. To 
do this Genie has a 


of the difference between a telephone book listing 


thorough working knowledge 


and a mailable address. Genie analyzes each tele- 
phone book as received to be sure that we have 
sufficient information to address all names to the 
post office of dispatch rather than the telephone 


book address. 


One of the most important products of our 
telephone directory library is a master list of 
classified section advertisers. This list currently 
has 877,155 names and is available for rental at 
$16.50 per thousand. The names are in two sec- 
tions, First, 501,813 advertisers who use 2 inch 
or more. Second, 375,342 companies and indi- 
viduals using a bold face listing. 


a 





} 
amas T) § fat 


Meet Our 
Telephone 
Book 


¢ ‘Gen 1 ») 


Eee ~ 


These lists do not duplicate each other. All the 
names were typed on cards and interfiled to re- 
move duplication which normally runs about 


thirty per cent. 


In the compilation of this list Creative omits 
certain non-productive categories. Our experi- 
ence and the experience of mass mailers who use 
this list has enabled us to build a “skip” list of 
retailers and service firms of smaller, less desirous 
industries. To compile this list Creative has used 
its complete library of 3,437 up-to-date tele- 
phone books. Represented in these books are 
6,582 cities and towns. 


This extensive coverage makes the list particu- 
larly well suited for dealer campaigns—Creative 
makes no additional charge for state selections. 
For years, now, this list has been effectively used 
in its entirety by mass mailers who want to reach 
the active business community with a wide range 
of offers of products and services. 


If this list offers a potential market for you 
Creative would be happy to supply additional 
information. State count sheets are available on 
request. 
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HOW TO REACH 
HIGH SCHOOLS AT LOW COST 


We have the most up-to-date, quali- 
fied list of 23,000 high schools in the 
U.S.A. This list is available for ad- 
dressing your promotions at a truly 
low cost. For complete information 
on how to effectively reach the na- 
tion’s high schools, write, wire or 
phone — NO OBLIGATION of 


ae MAXON, President, 
SPECIAL CORRESPONDENTS Inc. 


230 E. Ohio St., Chicago, Ill. 
DElaware 7-1065 


or contact our representatives 
V. P. MacMahon, New York 
17 East 48th St., New York 17, N.Y 
Telephone: Plaza 5-1127 


M. D. Lloyd, Cleveland 
11863 Edgewater Dr., Lakewood 7, Ohio 
Telephone: Academy 1-2368 


Lloyd R. Mueller, Wisconsin 
2644 North 30th St., Milwaukee 10, Wisc 
Telephone: Hilltop 2-7427 


Mrs. John Turk, Los Angeles 
564 So. Van Ness, Los Angeles 5, Calif. 
Dunkirk 4-2558 
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USE 
AWARD 
POSTCARDS 
SELF MAILERS & BROADSIDES 


WINNING 
winner of the Lithographers 


Awerd for 7 straight 
yeors offer unequalled quality ond dependable 
service at competitive prices. Pian a full color 
postcard pr + it with Piasti- 
chrome catalog sheets and allied items. Post- 
cerds from og transporencies COST LESS 
THAN Ic EACH 
FREE MERCHANDISING 
IDEA KIT 
| Send for yours today 
Representatives — some territories still 
open, write for details 


COLOURPICTURE PUBLISHERS, INC. 


400 Newbury Street, Boston 15. Mass 


Plastichrome, 
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LET DEPENDABLE SHOW YOU 
HOW TO EARN 


B(x PROF 


F | FROM THE RENTAL OF YOUR 
MAIL ORDER BUYERS 


Send for ‘Ll il P 
DEPENDABLE 
MAILING LISTS, INC. 


381 Park Ave.S. « New York 16, N.Y 
ORegon 39-7160 


DIRECT MAIL ADVERTISING 
CASE HISTORY NO. 1 
Humerovs mailings on 5 by 7 cards, 
oddressed te purchasing agents and 

in ele ics and avie- 
tien, pulled 12% return for an 
electric company. Write for free 
booklet, “The VIP Series." It's full 
of success stories. 
DMCP ASSOCIATES, INC. 
1814 Jefferson Ave = do 2.0 


Tw TO 372 
OFFICES IN 50 aason cirres 








SALES LETTERS EDITED 


or rewritten by top pres in the promotion business. 

Fully employed admen whe freeiance their talent. 

Mail your copy—no salesman will call. 
Editing—$25.00 page 
Rewrites—$50.00 page 

Original copy also written—bookiets, sales tetters, 

newsletters, ete 


COPY ASSOCIATES 


Suite 10-B—i45 Maple Avenue 
Rockville Centre, N.Y. 











vember, with matching direct mail 
mailings. Campaign again dealt with 
the importance of the industrial dis- 
tributor in the nation’s and _state’s 
economy. Hope the effort will be re- 


peated for many years. 


DOWNGRADING 
UPLIFTING 


There have been many peculiar 
contests in the past, but a new six- 
week limerick writing affair start- 
ed September 6 takes the cake for 
daring. Contestants will be asked to 
complete this limerick: 

“A Maidenform bra is for you 

No end to the things it can do 
it so lovingly holds 

As it carefully molds 

Da da da, da da da, da da da.” 


We can imagine the many difficul- 
ties to be faced by the judges in se- 
lecting the most printable “da da da, 
da da da, da da da.” Chances are, 
the winner will not be “the best.” 

And then some of the ad- 
vertising fraternity brothers get 
highly indignant when “advertising” 
is criticized for and 
bad taste.e 


poor manners 


CONGRESSMEN ARE 
KNOWLEDGEABLE 
MAILERS 


Congressmen seem to know their 
onions when it comes to direct mail 
promotion. If you don’t think so, read 
this excerpt from Mail Sets New Rec- 
ord by John G. McCullough, Bulletin 
Washington Bureau. Saw it recently 
on a promotional piece mailed out by 
The Connelly Organization, 2400 Wal- 
nut Street in Philadelphia. 

“The lawmakers long ago discov- 
ered that the personal touch makes a 
hit back home while a “form” lette1 
brings resentment. 

“Senators, since their coverage is 
statewide, get more mail than House 
members and usually use a series of 
form replies to answer their consti- 
tuents. Some offices, in fact, have as 
many as 125 different replies all ready 
to answer letters on legislation. 

‘‘These standard answers are 
punched on perforated tape and oper- 
ate electric typewriters. These devices 
actually type individual letters and the 
operator need only type in the correct 
greeting and heading before letting 
the tape take over. 

“Senators from some of the less 
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get the 
professional 
approach 


.+. to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, 
creators and producers of 
BETTER direct mail, 


the professional 


write to: 


mail advertising 
service association 
INTERNATIONAL 


18120 James Couzens Hghy. 
Detroit 35, Michigan 





MEMO bh! WALTER KARL 
Many thanks to you for 
your enthusiastic 
comments apropos the 
Herald Tribune story 
about my move to 
Armonk. 

After two years of 
conducting business 
from suburbia, I'm 
delighted to report 
the move was the suc- 
cess it promised to 

be — moreover, it has 
resulted in closer con- 
tact with all my 
clients. Note my New 
York City ‘phone 
Fairbanks 4-3336 


P.S. If you haven't 
read the article yet, 
let me know and I'll 
send you a copy. 
WALTER KARL, INC. 
MAILING LIST BROKER 
ARMONK, NEW YORK 
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156 Fifth Avenue . AL 5-9650 








IS WHAT YOU SELL 
REALLY THE BEST? 


It can’t be because all your competitors say 
their service, price and quality is tops. instead 
of out-shouting them with duplicate bombast 
keep in mind that when everyone features the 
same buying advantages the order goes to 
company and salesmen on friendliest terms 
with the prospect. The motto direct mail cam 
paign creates thot friendliness in an unusual, 
effective, exclusive, economical way—ond pro 
duces inquiries and orders, Your business let 
terhead brings details 


LET'S HAVE 


BETTER MOTTOES ASSOCIATION io ww 
2127 East Ninth St. kale 
Cleveland 15, Ohio 


SPECIALIZING IN LISTS OF 


= TOOL and 


AUTOMOTIVE 


MAIL ORDER BUYERS Write for 


specific recommendations. 


DEPENDABLE 


MAILING LISTS, INC. 


381 Park Ave. S. * New York 16, N.Y 


ORegon 9-7160 


populated states manage to sign all of 
their letters. but most use machines 
to put their signatures on mail. Quite 
s. in fact. have a variety 
signatures that are ap- 


a few Senator 
of “written” 
plied automatically. 
“Senator John Doe, Jr.. 
example want to use his full name and 
title on some of his replies. On others 
he may use merely “John Doe.” Some 
offices have three versions of the 
Senator’s signature that can be applied 
mechanically with the third usually a 
breezy ‘John’ or ‘Jim’ or ‘Joe.’ 
“Through the use of the standard 
replies and the battery of electrical 
equipment one office employee can, at 
the same time, be sending out replies 
to three or even four constituents 
each of whom will be convinced he 
received a personal answer from his 
Senator. These standard replies, of 
course, have to be revised from time 
to time as the legislation involved 
either progresses or is defeated. 
“Automation is also used to fold 
the letters, insert them in envelopes 
and seal the envelopes. There is no 
bother about stamps, either, since 
Congre: ssmen have free mailing priv- 


ile "ges. 


may for 


A STAMP QUIZ 


Try this puzzler on yourself . 
Four individuals with the 
been 


and friends: 
last name of Washington have 
honored with their portraits on U.S.A. 
postage stamps. Can you name them? 
(Concentrate | 

You may be able to get three cor- 
rect... but no one we've questioned 
so far can remember number four. 
We learned about this quiz in Herman 
Herst, Jr.'s house magazine Herst’s 
Outbursts (Shrub Oak, N. Y.). He 
says Ferd Stark of the Ridge Stamp 
Club in Lakeland, Fla. originated this 
puzzler. If you give up... you'll find 
correct answer on page 114. e 


PUBLISHING 
AND PROMOTION 
AT PRENTICE-HALL 


Spent a delightful couple of hours 
with George Costello, manager of 
Prentice-Hall’s Order Book Division. 
was a press 


opening of 


The occasion recently 
party to celebrate the 
P-H’s third building at their wooded 
20 acre business estate in Englewood 
Cliffs, New Jersey. 


Its an impressive sight in a sub 
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MEET OUR TEAM... 4 


RETURN-A-CARD SELF-MAILER 


Most useful when a lot of room is needed to 
illustrate your products. Serves os a catalog 
supplement or even stands on its own feet as 
an ‘‘order-getter’’. Attached reply card already 
bears prospect's name and oddress and needs 
ne postage for mailing. Two sizes 91,” «gi2'.” 
or 11” x 17”. Can replace a brochure, and also 
serve as an efficient mailing piece. 


RETURN-VELOPE 
LETTER 


y If you've been considering a test on our Return-A-Card format, but 

‘ didn‘t quite know just how our letter would fit into your promotion 

Most of the time... plans, perhaps the above description of the various formats avail- 
able will ring a bell. PRICES ON REQUEST. 


It's not what you do- 


But, the way that you do it! 


SALES LETTERS, incorporated 


COPY + ART + LISTS * PRINTING = MAILING 


155 West 23rd Street — New York 11, N. Y. 
Tel. WA 9-2680 





SEND THE COUPON NOW! YOU CAN 
COUNT THE PROFITS LATER! 


a f below == mailing 

——— le of the @ 
FEnclosed we seme tain inquiries . H 

jece we omers. Please send us yo 


\ 
ust 
' Oi eeramendations FREE OF CHARGE. 


Eel 
1 


n our list 
AMES © a 


For more than 20 years, our FREE ad- 
visory services have helped direct mail 
and mail order specialists to 
1. Obtain highly responsive mailing 
lists for their individual needs 
2. Earn a great deal of extra income 
from the rental of their own lists 
to our blue chip clients, on a well 
protected, substantial royalty-for 
each-use basis 
We can do the same for YOU! Send the 


coupon NOW for complete FREE details 
witAVJA DDERN INC. 
215 FOURTH AVENUE + NEW YORK 3, N.Y 
PHONE: SPring 7-7460 


CHARTER MEMBER: National Council of 
Mailing List Brokers a 


POWODERLESS ETCHING 
4 COLOR PROCESS 
BLACK AND WHITE 
ZINC AND COPPER 








Engraving Co., Inc. 


44 West 28th St., New York 1, N.Y. 
MURRAY HILL 9-8585 











NOW!... put 


PICTURE », 


’ 


into your 
Sales 
message... / 


by taylor-merchant 


Taylor-Merchant’s sensational new Sell-O-Vue gives you twice the impact at no 
greater cost! 

Sell-O-Vue provides a dramatic 8-frame high fidelity full-color filmstrip, and 
a unique folding precision viewer — plus a printed brochure-folder for telling 
your story in full detail. 

The clever combination — viewer, filmstrip, brochure-folder — is in aggregate 
a dynamic self-mailer that actually costs less than the usual color brochure alone! 
And it mails for a 4 cent stamp. 

Phone or write on 
your letterhead today 
for free sample of this 
new sell-on-sight 
mailer. No obligation 
at all. 


the taylor-merchant corporation 


Taylor 
Pterchont | 48 west 48th street, new york 36, n. y. 
Plaza 7-7700 


Dept. R-10 








| urban setting. 2200 employees turn 


out a book a day (290 in 1959) and 


| operate 8 book clubs. Prentice-Hall 
| is doubling its size every 41% years. 


In addition to college, high school, 
mail order popular non-fiction di- 


| visions, P-H line is moving into spe- 


cial publications division. Under 
Richard H. Kreiger this division pre- 
pares special booklets for specific 
public relations and advertising pro- 
grams on order. They've done some 
nice work for a 
banks. a baseball series for Union 
Oil, many other things. They'd be 
glad to send you samples. 


pharmaceutical, 


P-H, while it prints nene of its 
own books, does print, prepare and 
mail its own promotion. Large bat- 
teries of 2 color multigraphs and 
Bell & Howell inserting machines turn 
out over 52,000,000 pieces of direct 
mail. Volume of books and promo- 
tion so large that the Post Office 
operates a sub-station in the plant. 
Order processing and billing are 
handled on IBM tab cards. 

These are the high spots of the 
tour. But just as interesting was shop 
talk with George Costello. He ex- 
plained their relatively new adven- 
ture of pre-testing the market for a 
book before author sets pen to paper. 
They've been able to eliminate a lot 
of dead ducks by finding out ahead 
of time that title and content won't 
sell. 

We talked about how to get better 
returns. George is finding that switch- 
es in format has a tremendous effect 
on increased returns. Anything they 
do to get that envelope looked at 
and opened boosts returns. 

He showed me a letter touting a 
new book “A Minnesota Doctor’s 
Home Remedies for Common and 
Uncommon Ailments” by John E. 
Eichenlaub, M.D. Sensational results 
with this copy lead-in of a 4 page 
letter printed brown on 
Finch Pyrnes and new Impact Yel- 
low: 


5lox7! » 


“Dear Friend, 


I'm no letter writer. I'm a doctor. 
But during my many trips out into 
the rugged Minnesota countryside, 
I've seen some things | simply must 
tell you about.” 

Part of the press kit included 
handsome copies of the P-H annual 
report, welcome to Prentice Hall 
booklet, and a booklet for employees 
which does a beautiful job of ex- 
plaining workings and benefits of 
their profit sharing plan. I’m sure 
you can get a copy if interested. 

Pete Hoke 
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Less than $800 for new Kodak Ektalith Loader-Processor 
with Transfer Unit and Kodak Ektalith Copying Unit 


Important news from Kodak for all users of offset duplicators 


Now... make photo-offset masters 
in less than 2 minutes without a darkroom! 


New Kodak Ektalith Loader-Processor will 
be welcome news for everyone who wants to make 
‘paper plates”’ right on the spot and realize greater 
savings in paper work 
Just three fast steps— Expose Process . 

Transfer—and a reduced, enlarged, or same-size 
‘*‘master”’ is ready to whisk out hundreds of sharp 
copies. Entire job can be done in room light next to 


your office camera and duplicator. 


KODA K 


Another new timesaver— Kodak Ektalith Copy- 
ing Unit—lets you make up to 15 direct paper 
copies (reduced, enlarged, or same size) without 


making masters or running your duplicator. 

For free booklet phone local Kodak 
Ektalith dealer, or write Eastman Kodak 
Company, Graphic Reproduction Divi- 
sion, Rochester 4, N.Y. 


Price is list and subject t 
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eeeeeeeeeeeoeeeeeeeeeeeeee CATALOGUE SHEETS — STUFFERS 
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| NAHM WINS 
| MILES KIMBALL 


30 vs: 


RELIABLE 
SERVICE 


C. H. ‘Hank’ RUBY 
& COMPANY, INC. 


339 West 51st Street 
New York 19, New York 


JUST ASK FOR 
RUSS 
ROSE 


JUDSON 
6-5739 


HANK 
RUBY 


JUDSON 
6-5315 


MAIL ORDER 
LIST BROKERS 


JU 6-5315 
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POST CARDS 


are you behind the desk 
responsible for 
e@ advertising 
e direct mail 
e dealer aids 


learn How 


Curteicheslor® 3.D 


“a 4 color process — adds depth” 


DEALER AIDS 


Creation and production service can 
bring you full color direct mail and 
advertising materials at surprisingly 
low cost — often lower than an 
ordinary two color job. 

Write for: 

Your FREE LAYOUT KIT on natural 
color circulars and brochures. These 
dummy layouts and samples will 
prove that the added sales impact 
of full color advertising is within 
reach of any budget. 


BROCHURES -—— BUSINESS REPLY CARDS — 


— a national sales force serves you — 


CURT TEICH & CO., Inc. 


1733 W. Irving Pk. Rd.. CHICAGO 
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Auto-Typed Letters 
WESTBURY LETTER SERVICE 


2001 Wellington Court, Westbury, N. Y. 
Edgewood 4-2383 











WEST COAST MAILING LISTS 


Business & Consumer 
List Broker & Compiler 
Write for Catalog 


Boynton & Staff Inc. 
420 Market St., San Francisco 





SALES LETTERS, la femme! 


(and 


“ “ snt eCTsuasive 
write them. Sofe 
« itd s middie 

se Repro & Mailing Service. te 
LUISE STORZ/and Staff 
22 West Madison Street 

Cc 


hicago 2, Illinois 








Refer to The Direct Mail Direc- 
tory under Copywriters: Direct 
Mail Agencies on page 








Looking For CREATIVE TALENT! 
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AWARD 


Horace H. Nahm, president of 
Hooven Letters Inc.. New York, is 
the 1960 recipient of the Miles Kim- 
ball Gold Medal Award, presented 
annually by the Mail 
Service Association. The award was 
made September 20ih at the MASA 
convention in Detroit. It is conferred 
on the individual who has made the 
contributions — to- 


Advertising 


most outstanding 
ward the effective use of direct mail 
advertising. 


Kimball Award Chairman E. J. Roos 
of Milwaukee made the award, citing 
many of Mr. Nahm’s contributions 
to the betterment of direct mail. He 
was a founder, first and immediate 
past president of the Association of 
First Class Mail has served 
as a director and president of the 
New York chapter of MASA and is 
currently president of the Advertising 
Club of New York. Mr. Nahm also 
serves as chairman of DMAA’s direct 
mail volume committee 


POSTAL QUIZ 


QUESTIONS: 

l. If you make a 
government stamped envelope. can 
you cut off the stamped portion and 
paste on another envelope? 

2. If you receive an envelope of 
yours with a 4¢ stamp back from 
the post office asking for 4¢ addition- 
al postage. do you remail with a 4¢ 


Users. 


mistake on a 


or 8¢ additional stamp? 


ANSWERS: 
l. No. Spoiled 


iy 
ment envelopes (or cards) must be 


stamped govern- 


returned to post office in exchange 


THE REPORTER 





for new ones. 

2. Many people are confused on 
this one. Add only a 4¢ stamp. The 
original 4¢ stamp, although canceled, 
is still good. 

(Note: We saw these tips in Pet- 
A-Gram, monthly house 
magazine of All-Pets Magazine. P. O. 


Box 151. Fond du Lac, Wis.) 


newsletter 


STILL MORE 
ABOUT THE 
LADIES 


REPORTER'S NOTE: Reader J. P. Bellamy of 
884 Kensington, Memphis 7, Tennessee, sent 
us this short article several months ago-—but 
until now, haven't really had the space for 
it. The Reed-Able Copy he refers to concerned 
itself with the difficult subject of how to 
address women—whether to use ‘Miss’ or 
‘Mrs.’ or ‘Madam.’ Probably many of you 
have been in Mr. Bellamy’s predicament, so 
you'll enjoy reading one man’s theory on how 
to handle a tough situation. 


March 
issue, was. as usual very interesting, 
and it touched a sore spot that has 
been troubling me in the direct mail 
business for 30 years. 

However. | thought Mr. Reed failed 
to include in his article the most im- 
portant point of all and that is just 
hou 


“Reed-able Copy” in 


your 


the ladies react to being ad- 
Miss when they 
are or are about to become customers. 
Not all. but too many of these dear 
are offended if you 
them as Miss when in fact they 
Mrs. or the other way around. 


dressed as Mrs. or 


ladies address 


are 


I sell by direct mail to many wom- 
en customers throughout the United 
States and these ladies seem to have 
the same reaction to title no matter 
whether they have Ph. D.’s or have a 
school Many will 
simply sign their name, for example, 
as Mary Doe and leave you to figure 
out their marital status. 

Now I never address an envelope 
to anyone without kind of a 
title . . . I know this is contrary to 
business practice nowadays when the 
bare name is put on the envelope in 
the interest of saving clerical expense. 
So when a Mary Doe letter or order 
comes and the letter of acknowledge- 
ment and thanks is sent. | always use 
a title even if I have to guess the title, 
well knowing that it has a big chance 
of being incorrect. 

Usually, when an incorrect guess is 
made, I get a cool and sometimes 
frosty letter advising me that the lady 
is indeed a Miss or that she is hap- 
pily married as the case may be. 


(Continued) 


gerade education. 


some 
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JUSTOWRITER’ CUTS 
PRINTING COSTS 


Any typist becomes a 
skilled typesetter when 


Chee 


she uses a Friden 


2.°.° 
stent 


Justowriter. She types 


copy on Unit 1 (The 


° 


be Se 


Recorder) which 


produces this visual 


check and a punched 


eee 
* 


paper tape. The rest 


of the job is automatic. 


The Justowriter can save you 
money in producing manuals, 
price lists, bulletins, house 
organs, booklets, and cata- 
logs. For full details about 
this Tape-Talk machine call 
your local Friden man, or 
write on your letterhead for 


more information. 


Pee ere eeeeees 


ee. 
, 


The Reproducer, Unit 2, 
then reads the tape and 
sets type in your choice 
of 14 attractive faces 
and sizes, one of which 
you are now reading. 
Margins are automat- 
ically justified. Costs 
are far less than for 


metal composition. 


Equipment like this is the 
first step to PractiMation... 


Automation so hand-in-hand 
with practicality there can be 


no other word for it! 


= friden 


FR 8-10 


FRIDEN, INC., SAN LEANDRO, CALIFORNIA, SALES, INSTRUCTION, SERVICE THROUGHOUT U.S. & WORLD 











INCREASE 
Your Sales! 


Sell To The Dynamic 


METALWORKING 
INDUSTRY 


Now available! Direct Mail lists covering all types of metalworking 
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plants . . . machine tool users, stamping and fabricating plants, 
foundries, structural steel fabricators, manufacturers of finished metal 
products, etc. . . . S.I.C. selection! Choose the type and size plants you 
want to reach! Select the area you wish to cover! All lists are zoned for 
speedy postal handling and delivery! Catalog describes complete service. 
\ctive Circulation Procedures Assures Accuracy & Vitality of Lists 
Write or Phone for Your FREE Copy 


DIRECT MAIL DIVISION OF — 


Industrial Machinery News 


16237 Meyers Rd. Detroit 35, Mich. 
Phone: UNiversity 3-5811 
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GILE LETTER SERVICE 


723 Third Ave Minneapolis 2, Minn FE 3-3471 








DIRECT MAIL ADVERTISING 
CASE HISTORY NO. 1 
Humorous mailings on 5 by 7 cards, 
dd. a Pp chasci 9 agents and 
engineers in electronics and avia- 
tien, pulled 12% return for an 
electric company. Write for free 
booklet, “The VIP Series."’ It's full 

of success stories. 
DMCP ASSOCIATES, INC. 
1814 Jefferson Ave... Toledo 2.0 


Tw TO 372 U 
OFFICES IN SO MAIOR CITIES 


SPECIALIZING IN LISTS OF 


HEALTH 


VAIL 








Low Cost, Quality 
Lithography for 
Latin American Mailings 


FREDERICK ASSOCIATES 
4490 Cass Avenue, Detroit 1, Michigan 


MAILING LISTS, INC. 
381 Park Ave.S. * New York 16, N.Y 
ORegon 9-7160 


Hardly a week goes by that I do 
not get such a letter: many but not 
all. will spend the time and a 4c stamp 
to tell me of my failings. They seem 
to have the idea that I should have 
known their title although they have 
in no way told me. 


I had one extreme case about a 
month ago. One lady sent me a large 
order of the Mary Doe type. I filled 
it promptly and advised by first class 
mail that I had done so and with 
thanks, etc.. and you have guessed it, 
I addressed the envelope to Miss Mary 
Doe when it should have been Mrs. 
Mary Doe. 


Back came a letter saying that she 
was going to refuse the goods upon 
arrival and that I micht be certain I 
would never get another order from 
this greatly offended lady. Now that 
is hard to take as any direct mail user 
will tell you. I have discovered a little 
remedy for such cases and while it is 
not perfect, it seems to work. 


I wrote the lady mentioned above 
and told her that we were old fash- 
ioned people with old fashioned ideas 
(some o.f. ideas are good) and that 
we thought it would be very discourte- 
ous to a lady to simply use her name 
without title: we felt that in a letter 
it was just as discourteous to call her 
Mary Doe as it would be if we so 
addressed her in person. 


I reminded her gently that her cor- 
respondence did not give her title, so 
rather than be discourteous to her we 
made a guess as to her title knowing 
full well that it might be wrong. Such 
a procedure did show our good inten- 
tions and would she please excuse us 
under these mitigating circumstances. 

She did. As a matter of fact she 
said she'd accept the order when it 
came in and she'd order again if the 
goods proved satisfactory. 

That’s all I could hope for. It takes 
time to write the additional letter but 
it generally keeps the customer, and 
I don’t know of a cheaper way of 
holding a customer. 


ON DOUBLE TALK 
“NEW CONCEPTS: 
OLD BEYOND THEIR YEARS 
“Latest candidate for the graveyard 
of over-used words and phrases is the 
term ‘new concept.’ One of our staf- 
fers found it in 37 different advertise- 
ments and articles in current publica- 
tions during the past month. In many 
cases. it was used to describe a very 
minor change in a product or service. 
One manufacturer, for example, had 
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merely changed his colors. We don’t 
think that ‘new concepts’ will be great- 
ly missed. Being of the simple, direct 
school of advertising, we believe that 
bright new colors should be called 
‘bright new colors’ and not ‘bold new 
concepts.” ” 


We agree with that short editorial 
in “Take Five,” house magazine of 
Keller-Crescent Co., 16 S. E. River- 
side, Evansville 8, Ind. And while 
we're on the subject of definitions, 
Paul Bringe passed a lulu along in 
his monthly newsletter: 


THIS TAKES HIGH SKILL 


An item in the New Yorker re- 
ports that a regional government 
worker wrote to the Department of 
Interior requesting a definition of the 
term ‘preference customer.’ And here 
is the reply in part: 

“The broad question of preference 
customer qualification is one which is 
not well suited to discussion in gen- 
eralities and on the basis of hypothe- 
tical considerations. Unfortunately, 
when discussing such a subject in gen- 
eral and hypothetical terms, either 
question or response is apt to give a 
misleading impression because one or 
another theoretical or hypothetical 
factor may be singled out for em- 
phasis and the subject is then prone 
to be viewed against a set of limited 
conditions and qualifications which 
may have little relationship to actual 
facts and circumstances as they de- 
velop and in the light of which the 
particular status in fact of a given 
customer will ultimately have to be 
determined.” 

Anyone know the definition of 
“preference customer” ? 


A CUTTING 
PROMOTION 


We happily received our latest is- 
sue of Daleo Mail-Vertising’s news- 
letter Mail Moxie, but were distressed 
to find a pretty lethal gimmick scotch- 
taped to the head. Object in question, 
a double-edged razor blade, unshield- 
ed by the tape, or anything else, for 
that matter. Copy line: “Slit your 
throat, slash your wrists, if competi- 
tion is cutting into your gross sales? 
pon T!” and so forth. We agree. 
Don’t put razor blades on your fine 
newsletters, or an unsuspecting reader 
will be decorating the sheet with a 
third color. Paper cuts are bad 
enough. e 
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I know he is now 

a mailing list broker 
—and a good one they say 
—but 


what does he look like 


He looks 
like this, 
sometimes 


Other times 
like this 


Most of the time 
like this 


And at the Miami Convention 
that's the way you'll find 


ELI KOGOS 


WEBSTER, MASS. 











EPORT from 
Man's Alley 


@ SKEPTICS CHANGE TUNE When Ad 
Man’s Alley, the new art and idea servic« 
for direct mail users and producers, was 
first introduced early in 1960, there were 
a lot of skeptics. “How,” they asked, “can 
you possibly deliver all you promise for 
just $8.33 per month?” But many did 
enter trial subscriptions and they are 
skeptics no longer! 


@ IN THE FIRST SIX ISSUES, these charter 
subscribers have received over 1,200 sepa- 
rate pieces of top-quality reproduction art 
. over 100 two-color direct mail formats 
(complete with reproduction art) .. . 24 
useful letters for collections, inquiry- 
handling, reactivating old accounts and 
bringing in new ones, etc. each com- 
plete with letterhead design, repro art and 
suggested copy. 
@ OTHER FEATURES have included refer- 
ence handbooks three of them, cover- 
ing inquiry handling, building a mailing 
list and producing a newsletter . . . six 
novelty formats six case histories of 
outstanding direct mail campaigns 
plete with over 100 illustrations of cam- 
paign elements. 


com: 


@ IDEAS GALORE have been included in 
the 96 file cards which charter subscribers 
have received .. . plus even more ideas in 
the six issues of “The Ad Man's Alley 
Almanac” which have rounded out the 
monthly packages. 

@ All TOLD, the first six issues of Ad 
Man’s Alley have contained over $20,000 
worth of reproduction art and direct mail 
ideas by the hundreds . . . and there’s even 
more to come in the months ahead. Here, 
in a single service, you receive NINE dif- 
ferent idea services ... plus the materials 
to execute the ideas . at a cost you'd 
expect to pay for just a single service. If 
you haven't yet had an opportunity to 
analyze just how this unique new monthly 
service will help you solve your direct 
mail problems, send today for full details 


AMERICAN 
MARKETING 
SERVICES 


INCORPORATED 
610 Newbury St . 


Boston 15, Mass. 


REPORT ON ONE DOCTOR’S MAIL 


Perhaps it’s a commentary on our 
state as a nation that the leading 
subject of medical direct mail adver- 
tising almost 10°¢ of that pro- 
duced—is devoted to tranquilizers. 

This information was disclosed to 
Clark-O’Neill’s annual 
survey of one general practitioner's 
mail. This GP, incidentally, received 
a grand total of 5,215 mailings within 


us through 


a year. 
The survey is primarily concerned 


with a breakdown of the doctor's mail 
by subject matter. More interesting 
to our readers, perhaps, is the table 
this page which breaks 
the promotion by physical 


shown on 
down 
mailing properties such as type of 
postage, type of mailers, etc. 

If you would like to see the entire 
survey, copies are available free of 
charge by writing to Clark-O’Neill at 
1 Broad Avenue, Fairview. N. J. 


PERCENTAGE OF TOTAI 
1959 1958 





TYPE OF ADVERTISER 

Pharmaceuticals 

Medical books and Journal subscr 

Medical equipment and instruments 

w a non-medical 


Miscellaneous includes all mail 


TYPE OF POSTAGE USED 
Printed permit 

Postage meter 

2¢ stamp 

3¢ stamp 

First class 


Government post cards 


CORNER CARS 
Usual style 
Name and address on flap or reverse side 
P.O. box or street address used 


No corner card or return address 


SELF-MAILERS AND MAILING CARDS 
Sealed 

Unsealed 

Mailing cards 


Government post cards 
P 


Sample request cards ¢ 
Samples 

Blotters (1 or more) enc 
House magazines 


Letters enclosed 


NUMBER OF PRODUCTS ADVERTISED IN 
INDIVIDUAL MAILINGS 

One product 

Two products 

Three products 

Four products 

Five products 

Over five products 


nature 


name and address in upper left-hand cx 


no company indicated 


rer 











ANSWER FOR STAMP QUIZ 


(page 


Most of you could remember both 
George and Martha Washington. 
Smart ones add Booker T. But nearly 
everyone flunks on John P. Washing- 
ton, one of the heroic war chaplains 
commemorated on stamp No. 956, 
shown in the Scott Philatelic Catalog. 

Incidentally, Herman Herst has 
authored a new book. Nassau Street 
( Duell. Sloan and Pearce, New York. 


106) 

$5). Contains hundreds of entertain- 
ing stories about the great and near- 
great among stamp dealers and col- 
lectors. If you’s like an autographed 
copy, send order and request direct 
to Shrub Oak address. Herman re- 
cently appeared on the Today tele- 
vision show and did a good job of 
identifying stamp collec- 
tions, @ 


unusual 
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EVOLUTION OR 
REVOLUTION? 


(Continued from Page 53) 


It is this multiple use that gives us 
our low selling-cost-to-sales ratio of 
under 5%. 

Another interesting aspect of our 
customer list, composed of all kinds 
of business firms, is that its annual 
mortality rate—that is, the customers 
who become inactive for all reasons 

is less than half of the experience 
of the consumer mail order houses. 


Hich 


Income Average on Orders . 


Maintaining a Money 


Let us compare the order statistics of 
the three groups of businesses who 
mail out catalogs of any size: (a) the 
consumer mail order companies, such 
as the Chicago Big Four, National 
Bellas Hess, Lane Bryant: (b) the 
wholesale catalog firms, such as 
L. & C. Mayers: and (c) the gift 
houses such as Miles Kimball. Gal- 
lagher & Foster, ete. 

It shows that on an annual basis 
the average items per order fall 
within the same range—3 to 4—fo1 
all businesses, There is, however. a 
wider variation in the dollar average 
order. It is as follows: 

Th Big Two—Sears & Wards. . .$16 
Consumer Fashion Houses.$10 to $12 
Gift Houses .... 

$30 and up 

The wholesale mail order com- 
panies do three things to build and 
maintain this high average order. 

First . . . most companies have a 
policy of not accepting an order below 
$15 without a service charge. 

Secondly .. . credit is heavily pro- 
moted as it has generally been proven 
that the average credit order is 2! 
to 314 times the size of a cash order. 

Thirdly 
chandised to stimulate a high aver- 
age order. 


the catalog is mer- 


The average item is of high unit 
value, and in addition, each depart- 
ment is sprinkled with traffic builders 
of lower unit value that are added to 
the customer’s order, with the result 
that a higher average order is ob- 
tained. 

A high average order produces a 
greater amount of gross margin dol- 
lars to pay for the processing of the 
order than a smaller average order 
with a higher maintained mark-up. 

For example, an average Sears 
order produces approximately $5.33 
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Hey Diddle Diddle - 


- and oh so long ago! 
But there are still some mis- 
guided cats who go down weeping 
because they cannot play the 
fiddle, and many many caws who 
are even today haunted by that 
ancient and tantalizing vision of 
the other side of the moon (long 
before the Russians). 


This agency, however, knows ex- 


¢ 


actly what it can do, does it very 
well and is very happy about it. 
Both this year and last we were 
blue-ribboned by the League of 
Advertising Agencies for creating 
Outstanding advertisin 

direct mail field, 


Ysobel Sandler and her topnotch 
Stall are providing an ever- 

growing group of enthusiastic 
clients with designs of exciting 
Originality and copy of straight- 
forward sophistication, produced 


inexpensively. 


and the little dog 
laughed to see such sport and the 


dish ran away with the spoon, 


Ysobel Sandler Advertising, Inc. 
One Gramercy Park, New York 3 
ORegon 4-0400 


MOGiswUSTEN 


Printing you can HEAR! 


Adds the Magic of SOUND 
To Your Printed Message 


® Mailing Cards 
© Premiums 


® Fund Raising 

* Political Mailings 
*® Package Inserts ® Resort Ads 

® Ad Specialties *® Magazine Inserts 


Attach this ad te your letterhead for free 
somples and name of your nearest authorized 
**Look-n-Listen"’ supplier. 


REGIONAL DEALERSHIPS AVAILABLE 
Look-n-Listen Division 
UNIVERSAL COLOR CORP. 
214 Sullivan Street, New York 12, N. Y. 
Algonquin 4-0610_ 





FREE! 
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CURRENT ICCUE 


CLIP BOOK of LINE ART 


YOURS FOR 30-DAY FREE EXAMINATION 


Try it in your own office for 30 days! Puts pro- 
fessional flavor into low-budget paste ups 
saves time and money. Used by ad agencies, art 


studios, printers and industry. Dozens of top 
quality line drawings every month. Ready to 
use just clip and paste! Just jot a memo on 
your company letterhead: “Send me the current 
“Clip Book of Line Art” on 30-day approval.” 


No obligation! 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 3. NEW JERSEY 


EVOLUTION OR 
REVOLUTION? 


(Continued from Page 115) 


in gross profit to cover operating and 
selling expense. An average whole- 
sale mail order provides $7.50 in 
gross profit for the same factors. 


Operating at Low Cost. . . 


The mail order business tradition- 
ally operates at extremely low operat- 
ing costs. The operating costs of 
Chicago’s Big Four . . . by this I mean 
all expenses, except selling expense 

. ranges between 15% and 17% of 
sales. This compares with a depart- 
ment store operating cost of 29%, 
and a retail discount house operating 
ratio of 14%. 

The wholesale mail order business 
possesses a number of elements that 
tend to keep its operating cost ratio 
low. Here are several of them... . 

(a) The fourth secret of the busi- 
ness just discussed . . . the high aver- 
age order, which is achieved without 
an excessive number of items on an 
individual order . . . is the main 
factor that contributes to the low 
operating cost ratio. 

(b) Handling nationally adver- 
tised items means that a large number 
of the items are received pre-packed 
from the manufacturer, in factory- 
sealed cartons, ready for shipment. 
This means less labor cost for han- 
dling and packing, lower damage and 
less packing supply expense. In most 
cases a carton is taken from a shelf, 
a label is affixed, and it is ready for 
delivery to the Post Office. 

The work 
tinized: sometimes too routine, as 
shown by this amusing experience 
that happened to us a few years ago: 


becomes highly rou- 


\ general store sent us an order 
for fourteen items and requested that 
we make shipment directly to their 
customer and bill the store. 

On the stationery of the store, each 
item was numbered from one to four- 
teen. The order started out with 
ordering a small item as Number 
One: another item as Number Two: 
right up to a matched set of luggage 
as Number Thirteen; and, finally, as 
Number Fourteen, a high-fi set. 

A couple of days after receipt of 
the order, our operating manager re- 
ceived a frantic call from a_ truck 
driver. The customer had refused to 
accept his shipment a complete 
truckload! 

We had sent one piece of Number 
One: two duplicates of Number Two; 
three identical Number Three; and 
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so on right up to 39 pieces of luggage 
as Number Thirteen; and, finally, 
fourteen high-fi sets! 

(c) The merchandise returned in 
the wholesale mail order business 
runs half of that in a consumer mail 
order house. This is due, in part, to 
the lower percentage of wearing ap- 
parel, which has a very high rate of 
return because of color and size. We 
feel also that our emphasis on top- 
quality, national brand merchandise 
contributes to our low return ratio. 

(d) Our buying costs are kept low 
also, because we offer about 
8,000 items and we buy in large 
quantities. 

(e) Finally, operating costs are 
low, because the entire operation is 


only 


streamlined and automated, wherever 
possible. The wholesale mail order 
companies have dispensed with su- 
perfluous executives, fancy offices, 
private secretaries, unnecessary travel 
and entertaining. Money is spent on 
essentials, and all expenses are rig- 
idly controlled by specific organiza- 
tional responsibilities, detailed budg- 
ets and careful expense management. 


400% Growth 


The title of this article was in the 
form of a question .. . “The Dynamic 
‘Wholesale’ Mail Order Business 
Evolution or Revolution?” In 
clusion, | am going to attempt to 
answer this question. 

The 400% growth in the wholesale 
catalog industry since World War II 
has been partially a natural mail 
order evolution that has paralleled 
the retail evolution that has taken 
place since the advent of the discount 
house chains. 

This evolution, however, has been 
accelerated far beyond its normal 
pace by the recognition and revolu- 
tionary exploitation of four major 
factors: 

1. That standard and tested 
motional techniques for new 
tomer acquisition employed by con- 
sumer mail order companies can be 
applied to wholesale mail order com- 
panies at the same costs but with re- 
sults in sales three times as great. 


con- 


pro- 
cus- 


2. That page for page, wholesale 
mail order catalogs outpull consumer 
mail order catalogs mailed to cus- 
tomers by 2 to 1 in number of orders, 
due to multiple usage of the books. 

3. That the average unit of sale 
from a wholesale mail order catalog 
is at least twice as large as that of 
the largest consumer mail order com- 
panies. 


4. That the 


combination of the 
(Continued on Page 118) 
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COPY ISN'T EVERYTHING 


The best copy ever written won't sell 


a 


product that’s made wrong, priced wrong 
or offered to the wrong people. Only when 


your house is in order can good copy 
to work 
Mail 


Reading Direct Briefs 


go 


from Bringe 


every month moy give you just the idea 


you need to put you on the high road 


It’s 


free for the osking and you won't get a 


sales pitch. Write today 


Poul J. Bringe, Inc. 
215 E. Michigan St. 
Milwaukee 2, Wisconsin 





EXTRA PROFITS with 
YOUR PRESENT MAILINGS 


with our advertising inserts 

e 25 Personalized Items, retailing $1.00 
to $2.50 

e No stock to carry. We drop-ship. 

e Your customers’ names protected. 

e@ Now being used by mail-order dealers 
selling all types of merchandise. 


BRUCE SERVICES 


Box 71-E Boston 1, Mass. 
































ENVELOPES ARE OUR BUSINESS . . . 


Before you plan your next mailing 
cut your mailing cost by asking 
for our special price folder on plain 
and window Penny Savers. 
FREE PRINTING — Corner card 
4 to 5 lines plus bulk rate permit 
printed in one color free of charge 
on orders of 50,000 or more. 


Sample and prices on request.... 


WISCONSIN ENVELOPE COMPANY 


760 MARKET STREET 
WAUKEGAN, ILLINOIS 











Letters with that Folksy Touch 


Homey, human, down-to-earth let- 
ters talk the readers’ longuage, ond 
SELL! One series 3)-years old. Write 
for circular on letterhead. 


“Chat Fellow Bott” 9 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


fae 7 
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LABEL 
REPRODUCTIONS 


Reproduce any number of 
copies of your mailing lists on 
gummed perforated paper or 
plain sheets in black print 
from typewritten masters 


For information write: 


VESTED & COMPANY 
Sensitized Papers 
Newtown Turnpike 

Weston, Conn. 

New York City phone: 

Murray Hill 7-4972 








Looking For MAILING LISTS! 


Refer to The Direct Mail Direc- 
tory under Mailing Lists (Brok- 
ers — By Subject — Compilers 
and Owners) on page 
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CASE HISTORY NO. 1 


Humorous mailings on 5 by 7 cards, 





tien, wee ke 12% return for on 
electric company. Write for free 
booklet, “The VIP Series.” It's full 
of success stories. 

DMCP ASSOCIATES, INC. 
1814 Jefferson Ave Totedo 2.0 
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EVOLUTION OR 
REVOLUTION? 


(Continued from Page 117) 


foregoing 3 factors reduces selling, 
operating and overhead expense [a- 
tios to the point that in wholesale 
catalogs, prices for quality merchan- 
dise can be reduced substantially be- 
low even the lowest priced consumer 
catalogs, and service can be main- 
tained at higher levels than even the 
best consumer mail order companies 
without reduction in profit ratios. 

All this adds up to the fact 
that the oldest cliché in the retail 
lexicon is actually true... you really 
can “buy it for less wholesale.” and 
the best place of all to buy wholesale 
is from a catalog preferably L. & 
C. Mayers. e 


CLEANING A 
MAILING LIST 


(Continued from Page W 


all of the names who haven't bought 
from us for 3 years or more.” The 
RFMR gets rid of the piddling ac- 
count who gives you ten $2.00 orders 
during the year and who probably 
costs five times more to service than 
his sales volume justifies. An addi- 
tional benefit of the RFMR is that it 
enables you to quickly segregate ac- 
counts who are due to be taken off 
the mailing list and who possibly can 
be reactivated with special attention. 
And most important of all, in our 
opinion, is the fact that the RFMR 
will automatically develop for you a 
“prime” customer list. In most lines 
of business 20‘. of the customers 
produce 80% of the sales. Yet, in 
most companies this prime list re- 
ceives no special treatment, and in- 
stead they get the comparatively in- 
frequent mailings that the rest of 
the mailing list gets simply because 
the list is so large that the budget 
cannot _ stretch permit 
monthly mailings, 

The RFMR is really a simple tool 
when you understand the basic prin- 
ciples. Put this tool to work in your 
business now and it will remain one 


enough to 


of the most potent weapons in your 
sales promotional arsenal. The RFMR 
by itself is probably the simplest, 
yet the best, answer to constantly in- 
creasing costs. Yes, you can reduce 
your direct mail costs up to 50% 
and sometimes much more just put 


the RFMR to work for you. @ 
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EXTRA INCOME LISTS 


Write for information—Ask for Group #6 
POST OFFICE BOX 855 
ROSKAM KANSAS | CITY 41, . MO. 


Write for information—Ask for Group #7 
POST OFFICE BOX 855 
ROSKAM KANSAS CITY 41, MO. 


Write for information—Ask for Group #1 
POST OFFICE BOX 855 
ROSKAM isisis cirv si, wo 


Write for information—Ask for Group #5 
POST OFFICE BOX 855 
ROSKAM KANSAS CITY 41, MO. 


Write for information—Ask for Group #3 
ROSKAM POST OFFICE BOX 855 
KANSAS CITY 41, MO. 


MY SALES LETTERS 


Solve Problems! 
Increase INQUIRIES and 
ORDERS in 4 MONTHS 


OR Every cent of your Copy Fee ($35) 
w.ll be cheerfully and promptly refunded, 
without question. This guarantee includes 
three complete rewrites, and my honesty is 
confirmed by publication of this ad 

Furthermore, every letter is drawn 
around a personal motivation answering a 
specific problem of your customer, empha- 
tically showing how YOUR Product can fill 
a business or personal need. My Letters 
are personal in the sense they capture im- 
mediate attention, by connecting the Offer 
with your customer's own interest. And 
Product usefulness depends on telling the 
customer, his interests as a Buyer, will be 
answered to his own personal satisfaction. 

Which means YOU must be satisfied 
too! And if you will indicate your con- 
fidence by Ordering (without risk) from this 
Ad, | will immediately explain how my 
Letters increase Inquiries and Orders in 
just 4 months! Send complete particulars, 
sample and check to 


NELSON HANBACK Advertising 


335 Rock Creek Church Road, N.W. 
Washington 11, D.C. 

















FULL COLOR POST CARDS 


From original transparencies 1,000 $75.00; 
3,000 @ $.0.00 per M; 6,000 $19.75 
per M. 6 to 8 weeks guaranteed delivery. 
Genune photographic post cards in any 
quantity within 1 week. 


THE GROGAN PHOTO Co. 





Dept. D. M. 2 Danville, Illinois 











THE HAPPY 
PRINTER 


(Continued from Page 62) 


Dayco on the rim. The recipient was 
told if he would practice folding this 
hat. he would soon be able to sur- 
prise his friends by folding a hat 
from a regular newspaper sheet. The 
reply card was printed on clip board. 

The latest piece to be mailed in 
the series was a Happy Printer’s 
checkbook with all but one of the 
checks torn out. Reading through the 
stubs, you discover a printer going 
from “rags to riches”, following the 
purchases and use of Dayco Prod- 
ucts. The first stubs, for instance, 
are made out to places like Al’s 
Truck Stop, Harley’s Garage, Moe’s 
Haberdashery. Schmidt's Delicates- 
sen, and Your Friendly Finance Com- 
pany, for a second-hand suit, repairs 
to a “48 Ford, welding a_ broken 
pedal on a foot-press and finally. as 
things got really dull, for a box of 
checkers. Then you find stub No. 8 
made out to Dayco for the down- 
payment on a new set of rollers. 
From then on. the amounts of the 
checks and the people they go to 
get bigger and better. 

As the printer buys Dayco Offset 
Blankets. and Dayco’s Multi-color 
system. Checks No. 15 and No. 
his standard of living steadily rises. 
Then he’s making out checks to cat 
dealers for his new cars, to Esther 
Williams for his swimming pool, and 
to a marine supplier for kerosene for 
his newly acquired yacht. The one 
remaining check is in the form of 
a reply card which can be sent in 
for more information. 

Soon to go in the mail is the 
“Happy Printer’s Greeting Card” 
typical greeting card cartoon with a 
short message about the superiority 
of Dayco products. The twist to this 
mailing is that one third of the card 
can be trimmed off, leaving a “reuse- 
able” card for the printer himself. 
\ spare envelope for the reuse will 
be included with the card. 

There’s no question in Jack 
Young’s mind about the success of 
the campaign. “We're convinced”, he 
says, “that these pieces are doing 
their job. 

They're developing a friendly. hu- 
man image for ‘Dayco’ with the peo- 
ple who are most important to us. 
We're going to keep “The Happy 
Printer’ alive.” 

His salesmen, who find their pros- 
pects easier to reach and to sell. 
agree. @ 
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Get a real 


we HOT DOG 
« BOOTH 39 


If you’re a user or creator of direct mail campaigns 
designed to bring back dollars, orders, subscriptions, 
or any kind of sealed reply — by all means, visit the 
“Retriever” exhibit — Miami DMAA Convention 
Booth 39. 


“Retriever’’ is the latest achievement (patent pending) 
in round-trip mail communications — replacing 
three/six pieces of printed matter with a single sheet 
of paper. Saves 20% to 30% in printing costs alone! 


If you can’t get to the convention, write 


Brohard & Associates, Inc. 
2707 McKinney Avenue @ Dallas 1, Texas 
TAylor 7-5657 


Sales franchise territories available. Also, 
regional manufacturing licenses. 








INDUSTRIAL MAIL USERS! 


For the first time—a Guide to over 3,500,000 
firms and institutions on IBM cards—organized 
by U. S. Government Standard Industrial Classi- 
fication (SIC) system. Up-to-date counts for AGRI- 
CULTURE e MINING e CONSTRUCTION @e MANU- 
FACTURING @ TRANSPORTATION e UTILITIES @ 
RETAILING e@ FINANCE e INSURANCE e REAL 
ESTATE @ SERVICES e CHURCHES e SCHOOLS 
e LAW FIRMS. Electronic list selection by size 
and type of business, town size, county or dis- 
tributors’ territories. 


Write or Phone for this 
Valuable Booklet ! 


NATIONAL BUSINESS LISTS, INC. 


162 N. Franklin « Chicago 6, il. « FRanklin 2-0653 














Looking For EQUIPMENT! 


Refer to The Direct Mail Direc- 


EXECUTIVES | Ma 


WHO ARE MAIL ORDER BUYERS 


SPECIALIZING IN LISTS OF 











P DIRECT MAIL ADVERTISING 
Send for our tailor CASE HISTORY NO. 1 


made suggestions aes 
purch g agents and 


DEPENDABLE soiner aaron and aie 


MAILING LISTS, INC. cles Some ve sera” We Wd 
381 Park Ave. S. * New York 16, N.Y ef success stories. 
ORegon 9-7160 DMCP ASSOCIATES, INC.. 


1814 Jefferson Avy o 
Tw TO 3 
OFFICES IN 50 mason CITles 

















Rates $2.00 per line $1.50 Situation/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y 


CLASSIFIED ADVERTISING 





ADDRESSING PLATES 
POLLARD-ALLING — embossed and linked at 
$25.00 per M; special rates for two liners and 
OCCUPANT; accuracy and delivery guaran- 
teed; weekly capacity 75-100 M. 

JACKSON EMBOSSING SERVICE 
4 S. Williams St., Whitehall, N. Y. 


SPEEDAUMAT—Embossed. Guoranteed 100% 
correct $35.00 per M. Fast delivery. The Roskam 
Co., 1905 West 43rd, Kansas City 3, Kans 
TAlbot 2-1881. 








Scriptomatic masters composed. Lowest cost; 
highest quality; 100% accuracy. 10,000 or 
1,000,000. Fast service. Only approved Scripto- 
matic moterials used. References. Economail 
Corp., 105 N. Laramie Ave., Chicago 44, Ill 
Columbus 1-5667. 





ADDRESSOGRAPH PLATES 


Brand new plates & frames for your address- 
ograph & speedaymat machines. New lower 
prices. Immediate Delivery. 
DEAN FORREST CO. 
7 Foster Street, Revere 51, Mass. 





ADDRESSING SCRIPTOMATIC 





Scriptomatic Addressing on job or contract 
basis—cheaper than you can do it yourself 
JEROME S. FINSTON 
Lynbrook, L.I., N.Y. 

LYnbrook 9-2705 


Scriptomatic Masters prepared — low cost — 
quality work — 100% correct. Typewriter 
addressing — practically ‘‘do-it-for-nothing” 
prices! Find out. The Roskam Co., 1905 West 
43rd, Kansas City, Kansas. TAlbot 2-1881. 





ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 £E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 








DIRECT MAIL PRINTING—MAILING 





WE'LL BET FIVE BUCKS—If you mail 250 M or 
more pieces of letter-mail per year, we can save 
you $500 or more, if you mail from Kansas 
City. Send somples or specifications. The Roskam 
Co., Printing & Mailing Division, K. C. 41, Mo 





EQUIPMENT FOR SALE 


Pitney Bowes Postage Meter “AV” Model 
excellent condition—Only $400.00 
Bettersox Knitting Mills 
Fort Atkinson, Wisconsin 


ADDRESSOGRAPHS: Mode! 60, new. $11 ea 
delivered. HARRY J. ABRAMS, 124 L St., N_E. 
Washington 2, D. C 





EQUIPMENT WANTED 


Wanted: Elliott G-W-East West machine. Sten- 
cil V2 x 3. Give full details first letter. Mishek 
Supply Co., Waseca, Minn. 


Wanted: 6-Station Phillipsburg Inserting and 
Mailing Machine. Send information to Morris 
Melton, Melton Book Company, 1901 Levee, 
Dallas 7, Texas 


WANTED: PHILLIPSBURG INSERTING 
AND MAILING MACHINE 
Send particulars to Ray D. Cherry 
1120 W. Peachtree St., N.W., Atlanta, Ga. 

ADVERTISERS - Special Offer “Cream-of 
Crop” names of LIVE Opportunity Seekers, 
Mail Order Buyers, Salesmen, Agents, Home 
Workers, Births, helps you get more sales at 
less cost. Trial 1000 $15—500-$8. Names on 
labels. Millions of Prospects. Sports, Religious 
Contributors, Wealthy Individuals, Investors, 
Executives, Etc. Most any list you want. Our 
39th year. Write—WALT C. WHITE, RD 3122 
Calumet Ave., Chicago, Illinois 





THE BOOK OF PANELS 


for offset contains 369 different art panels, 
including coupon, guarantee and label bor- 
ders plus nearly 500 symbolic designs for page 
ornamentation. ONLY BOOK OF ITS KIND — 
thousands in use. 32 pages, 8x10% in., only 
$4.00. Many other books of promotional art 
and type fonts for paste-up. Free folder. 
A. A. ARCHBOLD, PUBLISHER 
Box 332-K Burbank, Calif 


CANADA'S BEST MAILING LIST 


165,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 














BUSINESS OPPORTUNITIES 


MAIL ORDER wholesale textile mfg. business; 
North Georgia; est. 1950; $15,000 cash need; 
balance terms. Box 101, Reporter of Direct 
Mail Advertising 


120 


FREE MAILING LISTS 





OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesaiers-Manufacturers 
Banks-Churches-!nstitutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48.01 42nd St., Long Island City 4, N. Y 
STillwell 4.59099 





HUMOR 


25,000 PROFESSIONAL COMEDY LINES, stor 
ies, routines. Topicall Ideal for speakers, 
toastmasters, emcees. Free catalog. Orben 
Books, Box 61D, Hewlett, N.Y. 





MAILING LISTS 


Occupant Gas Station List — 150,000 names 
your literature addressed or on roll labels 
$15.00 per 1,000. 
Wholesale Printers 
760 Market St. 
Waukegan, Ill. 


Direct Mail Proven Buyers. Over 790,000 Alpha- 
Geo Nomes. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus, 
Pa. 


100M Catholic buyers on plates: CALL YOUR 
LIST BROKER or write 
St. Anthony’s Gift Shop 
120 Liberty Street, New York 6, N. Y. 


Any Chicago business or profession — from 
A to Z. Correctly typed on gummed labels 
Only 1¥%2¢ a name. Minimum, $3.00. Avers 
Stationery, 331 N. Austin, Chicago, Ill. 
Broker needs reliable source of supply. Mail 
ing lists all classifications. Only top guarantee 
lists considered. Write Box 66, 331 N. Austin 
Bivd., Chgo. 44, Ill. 


SPECIAL LISTS: 75,000 Retired Male Federal 
Employees—$15 per M; 100,000 Women 
Church Workers, and 100,000 Women Who 
Sew—-$10.50 per M. Also names of 50,000 
“Expectant” Monthers monthly. Query on 
these. Mailtrader, Box 643, Ann Arbor 
Michigan 





MAILING LIST FOR SALE 


26M Pollard-Alling plates. CPA, Tax Mgrs 
and Consultants. Write V. Manzo, 118 Con- 
vent Place, Yonkers, New York. 





MAILING MACHINES AND SUPPLIES 


REBUILT ONE YEAR GUARANTEED 
ADDRESSOGRAPHS - SPEEDAUMATS - ELLICTTS 
PLATES - FRAMES - TRAYS - CABINETS 
EMBOSSING ADDGPH & SPEED PLATES 
FOLDERS - SEALERS - PITNEY BOWES 
TYING MACHINES - LETTER OPENERS 
MAIL BAG RACKS - MAIL SORTING BINS 
MAILERS EQUIPMENT CO., INC. 


40 W. 15th St., N.Y. 11 CH 3-3442 


SPEEDAUMAT ADDRESSERS 
AUTOMATIC GRAPHOTYPES 
ADDRESSOGRAPHS — GRAPHOTYPES 
CABINETS — TRAYS — FRAMES — PLATES 
MULTILITHS — MULTIGRAPHS — FOLDERS 
PITNEY BOWES—TYING MACHINES— 
OPENERS—ELLIOTTS—LETTER OPENERS 
ALL EQUIPMENT REBUILT AND GUARANTEED 
AMERICAN BUSINESS MACHINES, INC. 
573 BWAY, N.Y. 12, N.Y.— WO 64334 





MAILING MACHINES AND SUPPLIES 


We have a complete Elliott Addressing system 
and filing cabinets available for someone in- 
terested in making pin-point mailings to a 
selected list. System uses the 4x4 stencil al- 
lowing room for plenty of codes. For particu- 
lars, write V. L. Woolley, Frederick and Nel- 
son, 5th at Pine, Seattle 11, Washington. 


THE REPORTER OF DIRECT MAIL ADVERTISING 








MAILING MACHINES 


PITNEY-BOWES — RS, RD, AV 
ADDRESSOGRAPHS — GRAPHOTYPES 
LOWEST PRICES — GUARANTEED 
WILLIAM MARION CO. 

173 LAFAYETTE ST., N. Y.— WO 6-5931 





MIMEOGRAPHING SERVICE 


24-HOUR MIMEOGRAPHING SERVICE. LETTERS, 
INSTRUCTIONS, ETC. ELGIN SECRETARIAL 
SERVICE, 226c EAST CHICAGO STREET, ELGIN, 
ILLINOIS. 





SPEEDAUMAT ZINC PLATES 


New York's biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $37.50 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Strec., 
New York. JUdson 6-3530. 


NEED SKILLED GRAPHOTYPE OPERATORS? 
You can make 50% to 100% profit by using 
our Graphotype Dept. as your own. Beautiful 
embossing, fully punctuated with less than 1% 
error. Pure Zinc Speedaumat plates. Prompt 
dependable delivery. Two shift service. 100% 
accuracy gucronteed. 

Cost — Speedauymat — $37.50 per M. Other 
plate prices on request — send details. 
AUVERTISERS ADDRESSING SYSTEM 
703 N. 16th St., St. Lovis 3, Mo. 


SPEEDAUMAT PLATES EMBOSSED 
FAST SERVICE 
with 
100% ACCURACY GUARANTEED 
only 
$30 per 1,000 


KIRBAN ASSOCIATES, Inc 
226 Hatboro Pike, Horsham, Penna 
OSborne 2-2040 





SITUATION WANTED 


DIRECT MAIL ADVERTISING PRINTING PRO- 
DUCTION BUYER-Heavy Exp. Printing, Typog- 
raphy, Art, Envelopes; Knows Layout, Paper, 
etc. Married, Responsible, Personable. N.Y.C. 
Area Only. Box #103 





POSITION WANTED 


Direct Mail Copywriter. June ‘60 Grad. Stud- 
ied all phases of Advertising. Strong founda- 
tion in Direct Mail and must make a career 
in it! Reporter of Direct Mail Advertising, Box 
104. 





HELP WANTED 


DIRECT MAIL MANAGER: Progressive lithog- 
rapher with direct mail department desires 
man with experience in campaign planning, 
copy writing, etc. Tangible products and in- 
tangible services. Lunn Printing Company, 
1223 Linwood, Oklahoma City, Oklahoma. 





MALE OR FEMALE 


if you are looking for a position or personnel 
replacement contact the following: 

New York City Area ... Mr. J. Dudley Brod- 
erick, Hundred Million Club, Job Placement 
Committee, c/o Doubleday & Company, 501 
Franklin Ave., Garden City, L. 1., New York. 
National . . . Mrs. Ruth L. Laguna, Direct Mail 
Advertising Association, 3 East 57th St., New 
York 22, New York. 
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NAMES IN THE NEWS 


Who’s doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 





up of ... “Names In The News” 








Don Brown, who has been private con- 
sultant for firms in mail order, has 
returned to Schwab, Beatty & Porter, 
N. Y. C. .. . Robert H. Byler Jr. has 
joined Reynolds Metals Co., Richmond, 
Va., as editor of “Reynolds Review,” the 
firm’s employee magazine. . . . Philip D. 
Caine, formerly New England manager 
for Becco Chemical Division of Food 
Machinery and Chemical Corp., N. Y.C., 
has been promoted to sales promotion 
manager for the division. . . . John Cas- 
sato Jr. named sales promotion and public 
relations manager, Oak Mfg. Co., Chi- 
cago, Ill. . Albert Collins appointed 
sales promotion manager in the market- 
ing division of H. J. Heinz Co., Pitts- 
burgh, Pa. John C. Dillon Ill 
succeeded his father as president of the 
J. C. Dillon Company, one of New York 
City’s major printing houses. His father 
becomes chairman of the board of the 
concern which he founded in 1934... . 
James F. Donnelly Jr. appointed man- 
ager of advertising and sales promotion 
for the Permaglas division of A. O. Smith 
Corp., Kankakee, IIl. Wallace E. 
Dunn, who recently joined Hamilton- 
Pax, Inc., Chicago, Ill., has been elected 
vice president. . . . Joseph M. Fenton Jr. 
promoted to director of sales promotion 
for Postal Life Insurance Co., N. Y.C. 
; Horace H. Nahm, president of 
Hooven Letters, Inc., and Hooven Litho- 
graph Company, announced appointment 
of Robert W. Fox as executive vice 
president of these two companies. 
Edward R. Frisby appointed vice presi- 
dent, industrial relations, Oxford Paper 
Co., 230 Park Ave., N. Y.C.... Walter 
F. Hammel Jr., president, Garden City 
Envelope Company, Chicago, has been 
appointed Chairman of the Steering Com- 
mittee for the 1960 Business, Professional 
and Trades Dinner of the National Con- 
ference of Christians and Jews, to be 
held in Chicago on November 30th. The 
Hon. William F. Quinn, Governor of 
Hawaii, will be the featured speaker. 
. . Ralph C. Lasher named public rela- 
tions supervisor for Old Equity Life 
Insurance Co., Evanston, Ill. . . . Clifford 
H. McCall Jr. appointed director of 
advertising and public relations for 
Channing Corp. (financial division), 
N.Y.C. ... R. S. “Steve” Mason has 


joined the Ralston Purina Co., Ralston 
Division, St. Louis, as assistant to Robert 
Eskridge, cereal advertising manager... . 
Doris Oliver transferred from Miami 
office of Grant Advertising, Inc., to New 
York office to assume new duties as an 
account executive. Ellen Stillman joined 
Grant as a vice president. . . . William 
K. Pedersen appointed advertising and 
sales promotion manager for the Ozalid 
Division of General Aniline and Film 
Corp., Johnson City, N. Y. . . . Theodore 
W. Prescott appointed to the newly cre- 
ated position of vice president marketing 
of the Charles E. Hires Co., Philadelphia, 
Pa. . . . Alan L. Sack, formerly with 
Gilliam Service, joined the ranks of Hub 
Mail Advertising Service, Boston, Mass. 
Fred M. Schmidt appointed sales 
promotion director Season-all Enter- 
prises, Indiana, Pa. . . . Howard Bernard 
Shaw appointed sales promotion man- 
ager of Institutions Magazine, Chicago, 
ill. . . . Jerry Sklar, president of Michi- 
gan Advertising Distributing Company, 
has been named Michigan “Adman of 
the Year” by the Detroit Academy of 
Advertising Arts. . . . Mary Lee Thune 
and Irene Grottano have joined New 
York office of Arndt, Preston, Chapin, 
Lamb & Keen, Inc., advertising and pub- 
lic relations agency. . . . Donald T. Van 
Deusen has joined Asher B. Etkes Asso- 
ciates, Inc., a public relations agency, at 
16 East 52nd St., N. Y. C., as an account 
executive. . . . Charles Wilber appointed 
advertising and promotion manager of 
A. G. Spalding & Bros., Chicopee, Mass. 
. John A. Witherell appointed mer- 
chandising manager of Pentron Sales 
Co., Inc., Chicago, Ill. . . . On September 
20th, the Advertising Federation of 
America moved from West 57th Street 
to new offices at 655 Madison Ave., New 
York 21, N.Y. . . . The formation of 
Murray Goodman Associates, Inc., 250 
West 57th St., N. Y.C., just announced. 
To specialize in industrial public rela- 
tions, publicity and promotion. . . . The 
Bi-annual Scholarship grant of $2,000 
awarded to Thomas F. Asher, 20-year- 
old Chicago student, by the Mail Adver- 
tising Club of Chicago, an affiliate of the 
Chicago Federated Advertising Club. Mr. 
Asher will enroll as a junior in the Col- 
lege of Commerce, DePaul University. 
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Note: The following Scuttlebutt was written on the day after the 
big storm in Florida and before the hurricane changed its course 
and lambasted the Eastern Seaboard. Even though many of you 
have now gone through similar experiences, we'll iet the story run 
as written. [t has a few usable observations.—H.H. 


THE ONLY SUBJECT of conversation around these 
parts in recent days has been a wild and naughty lady 
named Donna. At first, Donna was headed directly at us. 
But after devastating Fort Myers, she veered slightly to 
the east and the eye passed about forty miles from Clear- 
water. Even at that . the fringe was bad enough. 

It was interesting to watch the preparations around 
the area. The newspapers were wondertul in supplying 
life- and property-saving instructions. So, too, the radio 
and television stations. The police, sheriff's deputies, civil 
defense and Red Cross workers acted as though they had 
been specially trained for just such an emergency, al- 
though Florida hasn’t had a serious storm for ten years. 
Some of our friends on the beaches didn’t want to evacu- 
ate, but when the sheriff said move they moved. 
quickly. We watched the throngs at the neighborhood 
stores. No noticeable panic, but a hurried intentness to 
protect life and property. There wasn’t a can of Sterno 
left in the whole of Pinellas County; charcoal, candles, 
bread and battery radios disappeared. Housewives loaded 
up carts with piles of meat. Lord knows what they would 
have done with it if refrigeration had failed for a number 
of days. 

All morning of the big-blow day there were sounds of 
hammering as windows and doors were boarded in. The 
sheriff ordered all cars off streets by 3 P.M. and de- 
manded that all citizens stay indoors. Orders were obeyed. 
Around us the world became deathly quiet. The 
winds and rain started at about 6 P.M. and were supposed 
to reach the high mark at midnight. Most of the long 
night I sat on the front porch, watching to see if I could 
do anything to save the “birdcage” over the adjacent 
swimming pool. It nearly went but didn’t. For some 
strange reason of nature, the front porch (southern ex- 
posure) was a completely still pocket. Although the hur- 
ricane was coming up from the south, all the winds hit 
us from the north. 

Sitting there waiting for the worst to happen .. . I 
wondered why we are so all-fired determined to shoot a 
man to the Moon or Mars or to build the longest- 
range rocket. Why don’t we concentrate on something 
closer to home? Surely the scientists who develop nuclear 
bombs and rocket-projecting motors ought to be able to 
find a technique to destroy the eye or change the direction 
of a loose lady like Donna. 

But maybe Florida hurricanes are a blessing in dis- 
guise. They have been responsible for much of the present 
stability of Florida. The old boom-day, poorly-constructed 
buildings were blown down long ago. The destruction re- 
sulted in Florida getting the strictest building codes in 
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the world. It’s nearly impossible to blow off a roof which 
is bolted to the walls. Hurricanes also knock down the 
terrible eyesores along the highways, and new ordinances 
make it nearly impossible to get permits to rebuild the 
irritating billboards. The howling winds are also nature’s 
weapon in destroying useless vegetation. Trees and bushes 
which should have been trimmed long ago by their owners 
are cut back and made ready to grow stronger and look 
more beautiful. Of course, it’s difficult to find an alibi 
or counterbalance for some of the losses . . . such as in 
the grapefruit groves or the smashed plate glass windows. 
But maybe it is nature’s way of reducing an over-abun- 
dance or giving extra work to those who need it most. 
Or again, maybe it is nature’s way of making each 
individual feel that he’s not as powerful and important 
as he imagined. 

Those are some of the thoughts in the night as the 
winds howled and the TV went dead, and the tree limbs 
crashed to the ground outside. 

The next morning was so beautiful. Hard to realize the 
havoc that was just a few hours ago. Clear blue skies . . . 
shining sun motionless branches. Our yard was a 
mess. The frangipana and bullhorn acacia tree were down 
flat; oak and pine branches and leaves all over: lily spikes 
shredded. The scheffleras were practically denuded, but 
we should have cut them back months ago. No serious 
damage except a bent TV aerial. A few days and we'd 
be back to normal. The grounds would look better than 
ever because of the trimming. All the neighbors had to 
visit back and forth to see who got the worst or best of it. 
Nearly everyone had a hurricane hangover of frazzled 
nerves .. . worse than the actual storm. 

Sitting on the now balmy front porch, someone asked 
whether I would use Donna in Scuttlebutt and how 1 
could tie the experience into direct mail. Tying-in is not 
exactly necessary . . . but we know one thing for sure. 
Seeing those cans of Sterno, bags of charcoal, the bread, 
the meat, the battery radios, the flashlights, etc., disap- 
pear, we learned again that the strongest buying urge 
is... FEAR. People bought with a calm fury induced by 
fear . . . fear for the safety and comfort of themselves. 
their family and their property. No other inducement 
could make them change from normal habits to such 
buying abandon. So if the tale of Donna needs a moral 
for you all who missed her . . . your direct mail appeals 
might do a better job if you can inject some element of 
appropriate fear into the copy—fear of losing a good 
bargain, fear of losing status or health, or something. 
If it’s a legitimate fear without quackery, your appeals 
will be as powerful as those darn winds. 

One other point for those of you who missed Donna 
and who might be tempted to stay away from the Miami 
direct mail convention because of her or a sister. 
Relax! Florida hasn't had a blow like this for ten years 
and it will probably be that long before another. So don’t 
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he afraid to come to the Americana. Come and enjoy the 


safe, balmy, inspiring winds of convention oratory. 


YOU CAN ALSO RELAX from any tenseness over in- 
creased postage rates. Congress has gone home. Mr. Sum- 
merfield’s bills died in committee . . . and he himself will 
emit . 

cepart from the Washington scene next January irrespe 


tive of who sits in the White House. For the next couple 


of months, I'm going to take a vacation from talking. 
worrying, or writing about postage rates... OF Post 


Office shenanigans . so help me. 


ALTHOUGH ANOTHER STORM has been settled. at 
least temporarily, strikes against the public should be con 
sidered as a crime. When an irresponsible, tyrannical 
labor baron, like Michael Quill. can shut down the Penn 
sylvania Railroad, disrupt mail and freight service: throw 
thousands of people out of work, and disturb millions 
more ... it should be time for bold legislation. Postal 
employees have unions but they are not permitted, by law. 
to strike. Why should employees of a public utility be 
allowed to walk off the job and endanger the health and 
welfare of their fellow citizens? Especially in the railroad 
case where dispute did not concern money but only 
whether management has a right to shift job classifica- 
tions. Even the best friends of labor are getting “fed up” 
with labor leaders’ excesses 


PERHAPS I SHOULDN'T DOUT... . but can't resist 
criticizing a contemporary publication. Last month | 
thought that the advertising fraternity was all wet in 
getting hysterical over politicians’ cracks at “Madison 
Avenue” techniques. Likewise, I think Printers’ Ink is 
off on the wrong foot in getting hysterical over congres 
sional investigations. Recent issues have devoted much 
boring space to the Kefauver Committee investigations of 
drug marketing practices and to the Harris Committee 
investigations of government agency control of malpra 
tices in the marketing and advertising fields. The con 
tinuing series of articles were titled “The Shame of Con 
gress.” One recent blast included a call for the formation 
of a Fair Play Action Committee and a presentation of a 
nine-point program which would prevent Congress from 
exercising its “hostility toward advertising.” This is un 
adulterated hogwash .. . building up a non-existent straw 
man to be knocked down for publicity purposes. 

I don't know of a single member of Congress who is 
“hostile toward advertising.” Congress has the right to 
investigate any subject where there may be a need for a 
law or a strengthening of law. Why howl if bad practices 
in marketing are investigated? If the investigation is un 
fair . . . time will eliminate the investigators as it did 
with McCarthy and Dies. Some parts of advertising de 
served rebuke and investigation. The fear of honest in 
vestigation is an indictment of our wisdom. 


1 agree with my old friend, Phil Ross. whose “After 
Hours” piece appeared in the same issue of Printers’ Ink 


which lambasted the congressional investigations. Said 
Phil: “We should welcome and even court responsible 
and understanding independent outside criticism as does 
the theater. music, the arts, literature, movies and tele 
vision. *** We must sell the value of good advertising 
to the public.” That’s the ticket. Instead of being hysteri 
let's work to make 


our advertising above and beyond criticism 


cal about the critics of our sins 


IT’S A CRIME the way some of those mail order fran 
chise rackets are flourishing in spite of all the publicity 
against them. Recently ve had considerable correspond- 


ence with people who have gotten stuck by the smooth 
promises of the “get-into-easy money mail order” pro- 
moters. It's downright pathetic the stories we get 
about being fooled by alluring ads they see in magazines. 
And that is where some of the blame can be placed. Why 
do magazines such as Specialty Salesmen, Salesmen’s 
Opportunity, Successful Selling accept full page advertis- 
ing which is blatantly and obviously untruthful? 

Some of the people who have bought the “franchises” 
and mailed out the shoddy folders or nearly worthless 
catalogs are frantic when they find out they have been 
duped. I don’t know what can be done about it . . . except 
to keep on submitting all our evidence to the postal in- 
spectors . . . hoping they will be able to prove intent to 
defraud. Lately. we've been getting various friends to 
write to the racketeers, asking for names and addresses of 
successful “franchise operators” in order to make a pre- 
cautionary checkup. You guessed the answer. Names are 
strictly confidential, their “stock in trade.” Such answers 
should be fairly good evidence of intent to defraud, be- 
cause in spite of glowing promises in the bait ads, they 
cannot produce any successful suckers. Some of the nicest 


people have been fooled. Makes me sick! 
MAIL ORDER MERCHANDISE sellers should start a 


“coincidence” department. That is, when a new customer 
becomes a “no-pay” ... have your employees watch out 
for orders from same address but with different names. 
There is a rash of smalltime crooks who obtain merchan- 
dise but have no intention of paying. Merchandise is sub- 
sequently sold. Several friends have been stuck repeatedly, 
but are learning to set up a “coincidence alert” on all 
no-pays. Individual amounts are usual small. We'll start 
publishing addresses of suspects. Right now, watch out 
for any order from Box 67, Highbridge Station, New 
York 52, N. Y. Various names are being used. We have 
photostats of different orders with different company 
names, all written by the same hand. If any of you have 
similar “no-pay” orders. send photostats to me. Another 
outfit is operating in like manner around the Miami area. 
Investigation is under way. 


OBSERVATIONS: Newest Pompous Proverb from MeArdle 
Printing Company, Washington, D. ¢ Occupants of vitreous 
edifices should refrain from propulsion of geological specimens.” 
© Better Business Bureau at Memphis, Tenn. (161 Jefferson Ave.) 
has done wonderful job in exposing phony “police” publication 
racket which has plagued trucking concerns. Bulletin from Man 
wer George Morse, Jr. to all BBBs is dynamite We were glad 
to assist on this case. The BBBs throughout the country deserve 
mere support They get prompt action where government agencies 
fuddy-dud along. © © © William Doherty, president of National 
Association of Letter Carriers, will be speaker at Associated Third 
Class Mail Users luncheon on October 11 at the Americana 
Come to the meeting and get Bill to autograph your copy of his 
book, Mailman, U.S.A 


AS YOU ALL KNOW, this is our largest and peppiest 
number of the vear. The whole staff works hard to make 
this pre-convention issue alone worth more than the cost 
of a whole year’s subscription. If you like what has been 
wrought, let the gang in Garden City hear from you. 
If you have complaints, direct them at me. Can take, 
without too much excitement, slams as well as_ pats. 
Hope to see many of you in Miami, 


cZ 


> Bluff View Drive 
Clearwater, Florida 
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BUILDING A SOUND 
REPUTATION SINCE 1888 


For almost three quarters of a century, COLUMBIA has been 
serving industry, mail-order houses, financial institutions, de- 
partment stores, publishers, printers, creators and producers 
of direct mail advertising, fund raising organizations, Fed- 
eral, State and Local Governments and scores of other lines 
of business with envelopes of almost every style, size and 
color. As a result, the name COLUMBIA has become synony- 
mous with a quality product, good service and prices that 
ore attractive. 


Before you place your next envelope order, consult your 
nearest Columbia Representative or contact us direct. We 
will be happy to submit samples and quotations without 
obligating you in any way. Remember, it always PAYS to 
investigate! Contact COLUMBIA now! 
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